




ELECTRIC. 


A McGRAW-HILL PUBLICATION 
PRICE FIFTY CENTS 


JANUARY I1, 1960 ¢ NO. 2 








rchandising 
eek 


SERVING THE APPLIANCE 
RADIO *e TELEVISION e AND 
HOUSEWARES INDUSTRIES 





Here’s What's New 
At Housewares Show 


You'll find more than just new products 
and a few new prices at Navy Pier. You'll 
also discover lots of talk about Sunbeam’s 
co-op ad program and even more talk 
about the steel settlement. see page 2 


How To See the Show 
And Save Your Feet 


It’s a neat trick—but it can be done if you 
plan carefully and use these hints offered 
by a man who’s been around Navy Pier 
a good many times. see page 6 


Some Second Thoughts 
About kasy Money 


West Coast dealers find that bank credit 
cards produced extra Christmas volume- 

but a good many of them still have reser- 
vations about such credit. see page 8 


NARDA: Two Sides 
To Every Problem 


Manufacturers and dealers take turns psy- 
choanalyzing the industry. see page 10 


There’s Money 
To Be Made in Air 


And humidifier manufacturers think they’ve 
got just the product to do it with. Here’s a 
full portrait of an industry which suddenly 
shows lots of life. see page 38 


This Calendar 
Tells When It’s 
Time To Make Money 


A California dealer has devised a unique 
promotional pattern which produces vol- 
ume every month of the year. see page 29 
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Optimism To Rule 


Housewares Show... 


A show which gave every promise of being 
a record-breaker a week ago opens today 
under even more promising circumstances. 


The show is the Housewares Exhibit at Chi- 
cago’s windy Navy Pier. 


The promise shown a week ago was based on 
a record number of exhibitors and expecta- 
tions of a record number of buyers. 


The new circumstances result from last 
week’s settlement of the steel strike. These 


circumstances are being felt in two ways: 

—For manufacturers who use steel as a raw 
material, the strike brought obvious and 
immediate relief to production worries. 

—For all manufacturers the settlement re- 
moved what most of them felt was the only 
major hurdle the economy had to clear in 
1960. 

For show visitors EM Week has several 
special features. On page 2 you'll find a 
roundup of what’s new. On page 6 you’ll find 
a handy guide to Navy Pier and the exhibits 
being held there. 


... Just As It Did 
Last Week’s Market 


Word of the steel settlement injected con- 
fidence into the Merchandise Mart a few 
hours after the Markets opened. Prices would 
go up as steel went up, but 1960 could now 
be as big as the economists predicted. 

On Sunday it was cold outside as usual 
and dry outside for a change, but inside it 
was wet on the 11th floor. Four bars were set 
up in the corridors for the afternoon tour of 
the spaces as the NARDA convention ended 
its first day session. 

Dealers saw a high-end trend in white 
goods. Refrigeration was studded with ex- 
pensive features, big footages, big tickets. 
Philco’s was the world’s tallest and went for 
$800. Norge added an icemaker in a gas box. 
Westinghouse added a meat drawer which 
rolls out while the doors stay closed. Frost- 
free was common, as were deco-ated doors 
stuffed with half-a-dozen magical foams. 

Ranges had high tickets, too, and ease of 


‘cleaning was the big feature. 


Laundry equipment cut down on the com- 
plexity of wash-and-wear by making con- 
trols more versatile. Maytag went all out 
and delivered a unit which does the whole 
job with one pushbutton—but delivered too 
a circular slide rule to help select the right 
button of ten. 

Size and price of combos still comes down 
and the low was $329. 

In TV, the 23-inch tube swept through the 
lines and opened the door for the 19 by June. 

Stereo produved a rash of tiny satellite 
speakers as one-piece units continued to take 
over. Portable business had been good but 
dumps were expected for high-end stuff. 

Motorola married again: this time to Her- 
itage high-end furniture. Capehart topped 











them all with eight stereo cabinets by Tom- 
linson: pecan woods, real grilles and curtains, 
and $2000 price tags. 

Japanese transistor TV didn’t make the 
Market opening but was promised “soon” at 
$225 U. S. retail. 

And so it went. It was a good Market with 
good traffic, an impressive sprinkling of new 
merchandise and lots of trade talk. 


@ EM Week Buys 


Housewares Directory 


McGraw-Hill Publishing Co. has purchased 
“National Housewares Directory” which has 
been published for 30 years in San Fran- 
cisco by the Associated Pot and Kettle Clubs 
of America. The announcement was made 
by Caswell Speare, publisher of EM Week, 
who also will act as publisher of the newly 
acquired directory. Thomas Carmody of Mc- 
Graw-Hill’s San Francisco office will be as- 
sistant to the publisher and Sally Kimball, 
who has been managing editor, will be named 
general manager. 

“National Housewares Directory,” known 
by many as the established authority in its 
field, corrics out in June and lists manufac- 
turers, sales offices and reps and 15,000 brand 
and trade names under 2,000 cross-referenced 
product headings. It is printed in Portland, 
Ore. Speare said a new section—a complete 
listing of manufacturers’ sales agents serv- 
ing the field—will be added in the first edi- 
tion to come out under his direction. Circu- 
lation is 10,000. 
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Buyers Pour Into Chicago For Housewares Show 


As the Markets rolled into their second week, the spot- 
light turned on the Housewares Show 


Opening today for a five-day run 
at Navy Pier and its Drill Hall in 
Chicago, the 32nd NHMA show is 
expected to draw a record buyer 
registration (more than 12,000) 
with total attendance topping 25,- 
000. 

On view will be more than 100,- 
000 products, shown by 735 ex- 
hibitors, ranging from raffia coaster 
sets to no-squirt grapefruit spoons. 

Amid the glitter, however, there 
was plenty of shop talk. And after 
all that talk, it was clear that Sun- 
beam’s new policy on co-op adver- 
tising had made a substantial hit. 
At least most of those who were 
willing to be quoted expressed 
approval. 

Just before the Markets opened, 
Sunbeam handed its electric ap- 
pliance distributors a new deal. 
After Jan. 1, only dealer advertis- 
ing that stresses quality features 
of Sunbeam appliances and omits 
all prices would qualify for reim- 
bursement. 

The idea was simply to cut off 
dealers who were using company 
appliances in bait advertising or as 
loss leaders. Of course, Sunbeam 
was being realistic to the point of 
permitting price ads on its promo- 
tional heavyweights. 

And Sunbeam had an eye on the 
Robinson-Patman Act and Section 
5 (unfair competition) of the Fed- 


eral Trade Commission Act. That’s 
why the company decided not to 
follow the advertising policy of not 
paying for dealer ads below a 
“fixed” floor. 

“We think Sunbeam’s move is 
wonderful,” said Clarence Piemeis]l, 
sales manager of Hamilton-Beach. 
“It’s always been a little silly to 
me that a factory should pay for 
cutting its own throat.” 

Although Joseph Tiers of Proctor 
Electric Co. doubted Sunbeam’s 
action would start a trend, he felt 
the emphasis on quality was “sen- 
sible.” 

Perhaps G. William Orr of John 
Oster Mfg. Co. summed up the 
consensus: “‘No-price advertising is 
a lot better than cut-price adver- 
tising.” 


What about prices? Despite the 
probable long-range effects on pric- 
ing of the steel settlement and the 
handful of price rises announced 
as the Markets opened, most elec- 
trical appliance manufacturers were 
holding the line last week. Still, 
there were “ifs” and “buts.” Arvin, 
for example said it saw no rises 
now, but there might be some in 
May. A survey found this: 


Toastmaster is upping the tag on 
its HC-1 stainless steel fry pan by 
$1. It will retail for $22.95. 





Government Employees Get Break 


And Staid Atlanta Will Be Shaken 


City’s independents are due 
for a taste of big-league com- 
petition in brand-name majors 
when GEX opens in April 


That’s when 1960-style mass 
merchandising will appear on the 
comparatively peaceful Atlanta ap- 
pliance scene, somewhat genteely 
dominated up to now by the key- 
account Davison-Paxon and Rich’s 
department stores and a couple of 
relatively velvet-shod Sears A- 
store operations. 

It will come in the form of a 
100,000-square - foot, closed - door 
“membership retailing’ house called 
Government Employees Exchange, 
Inc., now rising about 14 miles 
from downtown, in the center of an 
18-acre parking lot. 


White goods and TV in this, the 
second GEX store, (the first opened 
last August in Oklahoma City, has 
roughly 40,000 card-carrying cus- 
tomers and is fast gaining momen- 
tum) will be merchandised in a 
2800-square-foot department, to be 
leased to “a local, successful ap- 
pliance merchant.” According to A. 
Fred Greenwood, GEX vice presi- 
dent, the merchant has yet to be 
selected. The department will be 
operated under the GEX name, 
with GEX setting the margins at 
which tenant-dealers will sell. 


The price approach of the one-floor, 
35-department giant will be “low- 
est possible on every item, every- 
day,” 


Greenwood said, with no 


special promotions or limited time 
events. 


The advertising approach will be 
held almost entirely to a monthly 
direct-mail bulletin for members 
only—a cross between a catalog 
and a house organ. It will include 
illustrated and priced descriptions 
of new, representative merchandise. 


The clientele will be recruited on 
a membership basis (a lifetime card 
for $2) from among armed services 
personnel and employees of fed- 
eral, state, county and municipal 
governments; public schools; and 
plants with ‘a substantial portion 
of production under government 
contract or supervision.” 


Target of the store will be to pro- 
vide this considerable segment of 
Atlanta’s vast middle-income group 
with the chance to buy one-stop. 
Among other items, the big mem- 
bership operation will merchandise 
soft goods, sporting goods, drugs, 
hardware, automotive and vhoto- 
graphic supplies, toys, luggage, life 
and accident insurance and even 
new cars (through a local auto 
dealer who will enable him to job 
most makes to GEX). 


Hours for the new store should 
cause independents to take a long 
look at their schedules. GEX will 
open from noon to 9 P.M. on week- 
days and from 9:30 A.M. to 6 P.M. 
on Saturdays. Greenwood contem- 
plates no Sunday opening. 








KITCHENAID PORTABLE 


mixer 
has a power boost that cuts in like 
an afterburner when the whipping 
gets tough. See it at the Hobart 
display. 


Cory will announce “a couple of 
price adjustments at the retail,” 
according to Harry Roehm, national 
sales manager, consumer products. 
He adds that retail prices won’t be 
affected greatly. 


Two big manufacturers will cut 
prices. G-E reduced the suggested 
retail on its cord reel cleaner from 
$79.95 to $69.95. And G-E’s steam 
and dry iron went to $14.95, down 
from $17.95, effective Dec. 31, 1959. 


Dormeyer sees cuts as big as 7-10% 
on many of its housewares. Lower 
tags will be on new toasters, irons 
and portable mixers. Dormeyer vice 
president Maurice Lipsich says the 
products are “engineered to hit the 
retail price market where the off- 
branded people are starting to hit.” 
He adds: “There will be no loss to 
dealers or distributors.” 

But for the time being, the omi- 
nous price worries were pushed 
into the background. as_ buyers 
looked over housewares manufac- 
turers’ latest offerings. Among them 
were: 


Berns—A new promotionally priced 
($29.95) 20-inch portable all-pur- 
pose fan, complete with three-speed 
rotary switch control, will be on 
display. There also will be a pre- 
view of this year’s line of electric 
dehumidifiers, which Berns ctaims 
all feature improved performance. 


Universal—Prepared to make things 
easier than ever for its customers, 
Landers, Frary & Clark is offering 
a new 10-cup “Coffeematic” selling 
for only $19.95. And a new eight- 
cup which can be safely washed 
under water also will be displayed. 
Other new items: two completely 
restyled toasters (for two and four 
slices) and a new steam iron with 
temperature control. 


Arvin—A new pocket-sized transis- 
tor radio, built with American parts 
and priced to compete with top 
quality imports, will be displayed. 
Price: $39.95. 


Knapp-Monarch—An iron that 
sprinkles on “dry” as well as on 
“steam” will take the spotlight at 
the Knapp-Monarch display. 


Oster—Among Chicago unveilings 
on tap at the Oster exhibit are 
these new ones: a massage pillow 
with heat; an animal clipper for 
home pet trims; a ‘“Continental’’ 
hair dryer. 


Cory—Surprises at the Cory dis- 
play will include a 4 to 18 cup 
“Submers-amatic” coffee maker 
with built-in flavor selector. Also 
on tap: a complete new line of 
“Fresh’nd-Aire” portable electric 
dehumidifiers and a heat massager. 


Shetland—Introducing: a new au- 
tomatic dispensing floor washing 
vacuum cleaner. 


Big Boy—Several new barbecue 
set-ups will warm the hearts of out- 
door cookers visiting Chicago. 


Dormeyer—Complete new lines 
won’t come out until May, but here 
are some of the new ones being 
previewed in Chicago this week: a 
portable mixer, a two-slice toaster, 
a four-slicer, new steam iron and 
a full line of power garden tools. 


Howard Miller Clock Co.—‘‘Motion 
Notion” is the big thing with this 
new line of clocks, designed by 
George Nelson. These way-out 
timepieces can hang on the wall, 
sub for a mobile, perch on a shelf, 
cocktail or dressing table. 


Dominion Electric—Coming up for 
1960 is a complete line of immersi- 
ble coffee makers. Also big news 
from Dominion is a line of six table 
ranges and a new lightweight iron. 





THIS WEEK’S COLOR TV 


MONDAY (AIl Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (NBC) Dean Martin 


Show (Guests include Nan- 
ette Fabray, Fabian, Andre 
Previn) 

WEDNESDAY 


8:30 P.M. (NBC) The Price Is 
Right Quiz Show (Bill Cul- 
len, Emcee) 


THURSDAY 
9:30 P.M. (NBC) Tennessee Er- 
nie Ford Show 


FRIDAY 
8:30 P.M. (NBC) The Bell Tele- 
phone Hour 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruif & Reddy 
7:30 P.M. (NBC) Bonanza 
8:30 P.M. (NBC) Jerry Lewis 
9:30 P.M. (NBC) Art Carney 


SUNDAY 
3:45 P.M. (NBC) 
Football Game 
8 P.M. (NBC) Sunday Showcase 
9 P.M. (NBC) Chevy Show 


Pro Bowl 
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Stereo: 





BIG TREND TO SATELLITE speakers for stereo tweeters is obvious in this 
array of six sets of such speakers being demonstrated by Zenith’s Kip Anger. 
Prices range from $30 per pair for set housed in small table-radio cabinets to 
$50 apiece for pair in foot-square cabinets. 





Summit for Stereo? 


That’s what the industry needs, 
say Market goers. Object of 
such a meeting: set standards 


This conclusion is pitifully clear 
from talks with major manufac- 
turers at the January Markets. 

It is also clear that much of the 
confusion plaguing the business can 
be traced to the unfortunate choice 
of a single word: “channel.” 

Record makers use “channel” to 
mean one thing; phonograph mak- 
ers use “channel” to mean some- 
thing else. As a result, the cus- 
tomer, the National Better Business 
Bureau and the Federal Trade Com- 
mission all wonder suspiciously: 
How can you deliver three chan- 
nels of sound from a record that 
has only two channels on it? 


This question points up the basic 
problem of the stereo industry. 
Phono makers insist that they do 
create and deliver three channels 
of sound. However, while they fight 
among themselves about the nuts 
and bolts, the electronic techniques 
and the semantics of explaining 
and delivering, the consumer’s head 
swims in confusion. 


What is vital immediately is a large 
handful of capitulation. Most manu- 
facturers admit they are not doing 
the fundamental job, namely, sell- 
ing stereophonic sound. They ad- 
mit that they are too preoccupied 
keeping competitive in product de- 
velopment. They’d like to let go of 
the three-channel tiger and get 
back to fundamentals. 


Many industry men feel they are 
already capitulating for the good of 
the industry. They say they are 
actively playing down “three-chan- 
nel.” The evidence does not sup- 
port this. 

Some play down “three” in their 
copy. Zenith and RCA point to 


literature which substitutes “‘multi- 
channel.” Sylvania, which launched 
tke “mixed lows” or “common bass”’ 


approach a year ago, capitulates to 
the point of describing its system 
as having ‘three ‘sound’ channels.” 
Philco does likewise. Admiral in- 
sists it never sold any more than 
two while pointing to the success 
of its “phantom channel” model. 

Despite such protests, all their 
pitches say “we’ve got three-chan- 
nel too.” 


Motorola is the key, apparently. In 
the Motorola space there is evi- 
dence of capitulation too. “Three- 
channel” is out of headline copy. 
But is still rides subordinate copy. 

Motorola feels its prominence in 
hi-fi is traceable to its tremendous 
three-channel advertising. It backs 
its three-channel story by pointing 
to a system which uses three ampli- 
fiers while others use two or a dual 
channel amplifier. It points with 
just pride to a remote paddle gad- 
get which dramatically demonstrates 
three-channel. 

But, ask some experts, is it not 
just possible that the paddle, though 
designed to sell three-channel, is 
actually the first great demonstrator 
of the wonders of split sound? 

Philco’s got a remote demonstrat- 
or at this Market too. It does not 
attempt to sell three-channel—but 
it does dramatize split sound. Zen- 
ith has one which sells “multiple- 
channel.” 

Everybody’s doing what Moto- 
rola’s doing because Motorola’s 
three-channel is hot. But observers 
wonder whether the _ industry 
shouldn’t ask if the credit really 
goes to three channel—or to some- 
thing older and more reliable, 
namely simple “demonstration” it- 
self. 


Industry officials pose these ques- 
tions: 

Must industry pound 
channel” or ‘channel’ 
ing of it is confusion? 

What should it say? 

What should it do as an industry? 

A summit would be a start—a 
new start 


“three- 
if the say- 
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Still Catering to Two Masters 


That much was made clear last week at the Chicago 
Markets as manufacturers revealed the newest forms 
stereo will take in the months ahead 


And the two masters which are 
determining the shape of stereo in 
the year ahead are: 


Space in the living room of Ameri- 
ca. Women prefer one big piece of 
furniture, not two big pieces. The 
full sized auxiliary speaker cabi- 
neis shown last January have been 
dropped from most lines or cut to 
one or two models. Two-piece goods 
are being discussed only when Feb- 
ruary and March dumps are being 
discussed. The one-piece, all-in-one, 
ready-to-play unit has taken over 
the console mix. 


The second master is separation of 
sound necessary to the maximum 
stereo effect. One-piece goods do 
separate left channel speakers and 
right channel speakers by 18 inches 
to three feet. But maximum stereo 
demands separation of six feet and 
over. The tweeters carry the stereo 
effect. So this year’s package offers 
a variety of separated tweeters. 
Women didn’t like the second big 
piece—so this year’s tweeters are 
all small. They needn’t sit on the 
floor. They can hang on walls, sit 
on book shelves, end tables, etc. 


Since the tweeter makes the dif- 
ference, here are four ways stereo 
will be coming in 1960: 

1. Tweeters in. Tweeters of chan- 
nel A are fixed in the left side of 
the cabinet; tweeters of channel B 
on the right. They may fire to the 
front or to the side. Or as in some 
Motorola and RCA console units, 
they may swing out on hinges. Both 
channels may have either their own 
bass speakers or a common bass 
speaker which combines the low 
notes of both legs. Bass speakers 
usually fire front. 

2. Tweeters out. The basic cabi- 
net contains only the bass speaker 
or speakers. High and low sounds 
from each channel come through 
their own tweeters which cannot 





be contained in the small main 
cabinet. Tweeters are _ satellites 
which always exist outside the main 
cabinet. 

3. Tweeters in OR out. These are 
tuck-away tweeters as introduced 
by Sylvania last January. They can 
be used in place, inside the main 
cabinet or pulled out through side 
or top openings and extended as 
satellites. They can be put back or 
left out when not playing. 

4. Tweeters in AND out. This 
package is actually package Number 
One—a complete, ready to play one- 
piece console—PLUS the option of 
adding more tweeter satellites for 
heightened stereo effect. Tweeters 
fixed in the main cabinet stay there 
and play; optional tweeter satellites 
carry the same information ex- 
tended to maximum separation. 

Zenith, RCA and Westinghouse 
have gone heavily into this Number 
Four option package. 
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Monitor Happily Shows 
Pint-Sized Full Line 


Gleefully writing orders, Lou 
Falzer of Monitor claimed last week 
that importing small appliances was 
as good as importing small cars. 

“We've found a hole in the mar- 
ket,” he chortled, waving his hands 
at a line which did not fill a 20x20- 
foot room, but which showed about 
20 pieces, including the Monitor 
washers and dryers, the new im- 
ported Monitor refrigerators, a 
portable electric range (called in 
the United States a roaster-broiler, 
but which can be ordered with a 
surface unit), a Siwa-Savoy (Dutch) 
washer with a spin-dry feature. 

Big mover in the new refriger- 
ator line was a 4.5-footer designed 
to go at about $169. The full re- 
frigerator line ranges from a 1.6- 
cubic-foot model at $99 to a five- 
footer at $199. “But they’re samp- 
ling them all,” Falzer said. 


HIP DEEP IN A FULL LINE is Monitor sales manager Lou Falzer whose Lilli- 
putian line includes washers, dryers, refrigerators and cooking equipment. “Small 


appliances are as good as small cars,” says Falzer. 
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What Does Steel Pact 
Mean for Appliances? 


That was big question left in 
minds of Market-goers last 


week as settlement stole the 
show in Chicago 


At times in Chicago last week the 
action read like a script for a not 
very good “B” movie. There 
were dramatic announcements from 
speakers’ stands, huddles around 
radios, some spontaneous cheering. 


But corny as they were, the reac- 
tions of Market-goers probably 
pretty well reflected the attitude of 
most of the people in the appliance 
industry. 

In a word, everyone was now 
confident that the last hurdle to a 
record- breaking year had_ been 
cleared. 


Still, some questions remained un- 
answered. What everyone wanted to 
know was what effect the settlement 
would have on prices. And not very 
many people had an answer of any 
kind at all. Some pointed to the 
steel company reassurances 


prices would not be raised right 


that - 


away—but hard-headed manufac- 
turers pointed out that almost every 
previous steel settlement has ulti- 
mately resulted in a price hike. 
That led to a second question: 
Would manufacturers absorb a hike 
if it came. Early answers to that 
were tentative and mixed. Westing- 
house and Norge said they wouldn’t. 
Kelvinator said it would. 

On occasion the happiness over 
settlement was tempered with con- 
cern over possible inflationary re- 
sults of the agreement. One of these 
was Fred Maytag who told EM 
Week that “Personally, I am not 
for steel at any price, and this $5 
worries me.” 


On balance, however, everyone’s 
reaction ran something like that of 
Hotpoint’s general sales manager 
John F. McDaniel. “The settlement 
removed the last bottleneck from 
sales in 1960 and will have a big 
effect on consumer sales.” 

And McDaniel did a pretty good 
job of summing up Market-time 
Chicago’s reaction: “Here at the 
Mart you can certainly feel the in- 
creased enthusiasm.” 





Harsh Words ‘About Insulation 


© Says Norge: “Not Good 
Enough” 

Says Hotpoint: “Sour 
Grapes” 


It all started innocently enough 
at an ordinary Market-time press 
conference in the Norge space. After 
a few words from Jud Sayre, the 
conference was thrown open to 
questions, and eventually, the ball 
got bounced to V. C. Rice, Norge 
vice president of manufacturing. 


And very shortly, Mr. Rice dropped 
a competitive bomb. Said he: ‘“(Com- 
petition is using an inferior Fiber- 
glas bagged with polyethylene and 
saran. That insulation isn’t good 
enough to put in a Norge refrigera- 
tor.”’ Rice went on to explain that 
everything depended on the bag re- 
maining unpunctured—‘You put 
yourself right in the production 
workers’ hands” is the way he put 
it. And he also claimed that “no- 
body” knows if it will work. 

Everyone in the room knew he 
was talking about Hotpoint’s new 
“wonder wall” insulation. So did Mr. 
Rice 


Naturally,somebody asked Hotpoint 
what they thought of Rice’s state- 
ment. 

John F. McDaniel, general sales 
manager, said, “If they had it and 
we didn’t, ’d probably be knocking 
it, too.” McDaniel explained that 
his compatriots had worked with 
this material for “at least” five 
years; that they knew it would 
work; that they had it out in test 
units. 

Pursuing the subject further, EM 
Week found John F. Carroll, refrig- 
eration department product plan- 
ning manager, quite willing to elu- 
cidate. 

First, Carroll got a sample of the 
insulation and jumped up and down 
on it; then he bent it double. And 
then he said: ‘“‘Now if we put this 
little sample on a production-line 


snifter, it may show a leak. That 
treatment is rough on seams with 
such a short run. We don’t happen 
to use such small pieces in our 
boxes. Short of a really mishandled 
screwdriver our production line 
handling is perfectly OK.” 

Carroll went on to explain that 
the last inspection before the front 
plates are put over the inner and 
outer sheils is with a snifter to de- 
tect leaks. “Of course, there is a 
possibility of a leak. But there isn’t 
an insulation on or off the market 
that doesn’t have a built-in calcu- 
lated risk.” 

Next EM Week talked to a third 
party—another manufacturer who 
has been experimenting with the 
Hotpoint insulation. His answer was 
unequivocal—Rice is wrong, said 
this manufacturer. “We’ve even 
used this saran on corridors and 
stairways and you can’t hurt it ac- 
cidentally.” 

Probably basic to the controversy 
is the fact that Norge people think 
the final answer in refrigeration in- 
sulation lies somewhere in one of 
the foaming processes; and that they 
are now working quite strenuously 
with polyurethane. Hotpoint, of 
course, thinks it has a_ perfectly 
good answer ready to go in another 
direction. 








$225 To Be U. S. Price 
On Jap Transistor TV 


Though the expected sample of 
the first Japanese transistor TV did 
not arrive at the Chicago Markets 
by press time, Herb Kabat of Del- 
monico International, Sony’s U. S. 
distributor, told EM Week that he 
expects to. price the item for U. S. 
retail “at about $225 as soon as he 
can get a hold of the goods.” 

When? Kabat does not know 
when Sony will have enough of the 
goods to ship to the U. S. though 
they are starting production of the 
8-inch direct view tube all trans- 
istor set in January. 
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Price Appeal for a Combo 


“IT’S LIKE GETTING A DRYER FREE” 


is Easy’s claim for two new low-priced 


combos introduced last week at the Markets. The electric model goes for $329.95, 
the gas for $359.95. Arnold VerLee of Easy, left, shows new unit to Stuart Green- 


ley and Larry Reemtsen of Greenley’s in Flint, 


Mich, 





Hot News In Big Tickets 


A new price level—a high one 
—becomes apparent as new 
lines bow at Markets 


And the new prices were most 
apparent in refrigeration—although 
they could be detected in other 
products as well. 


In refrigeration it all happened a 
year and a half ago when “no- 
frost,” (EM Week’s generic term for 
the many ‘“Frost-Frees,” ‘“No-De- 
frosts,” “Frost-Clears,” “Frost- 
Proofs”) made its first appearance 
on the market. This immediately 
proved to be a shot-in-the-arm for 
a languishing industry. 

Until the introduction of ‘“no- 
frost,” the magical merchandising 
price for combination refrigerator- 
freezers never dared exceed $499.95; 
1960 suggested retail prices range 
from $495 all the way to $800 in 
‘“‘no-frosts.” 


“ 


Consumer response in the past year- 


“ and-a-half has exceeded all expec- 


tations. Original producers report 
doubling and,trebling production to 
keep up with demand, even though 
“no-frost’” prices ranged around 
$699, and operating costs were defi- 
nitely higher than other defrost 
units. 


“After last year’s experience with 
‘no-frost,’”’ says one full-time mak- 
er, “isn’t it natural that a new phi- 
losophy concerning retail pricing 
should evolve? Here is an oppor- 
tunity to upgrade the industry, par- 
ticularly at retail, out of present 
back-door, price-only selling.” 

To help this trend along, manu- 
facturers haven’t relied on “no- 
frost” alone. Features such as Phil- 
co’s “air wrap,” Westinghouse’s 
center drawer, Hotpoint’s “wonder 
wall,” new insulation from Admiral 
and Gibson, Frigidaire’s ‘“frigi- 
foam” and ice-cube makers from 
G-E, Norge and Whirlpool all pro- 
vide opportunities for some step-up 
selling. 


The same upgrading is going on in 
the range industry. Manufacturers 
have shortened their lines in free- 
standing models and are emphasiz- 


ing features asked for by consum- 
ers. They include such step-ups as: 
models which are easier to use and 
easier to clean; infinite heat con- 
trols; lift-off doors; pull-out ovens; 
oven liners; removable and/or dis- 
posable surface unit drip pans. 
Even built-ins now carry all the 
deluxe features available on high- 
end free-standing models. 


In the dishwasher field, still a low- 
saturation industry, one-third of the 
industry sales in 1959 were in port- 
ables. Leading makers, however, 
report increases in demand for 
high-end, undercounter units, with 
emphasis on stainless steel and cop- 
pertone doors. 

Another index to a trend toward 
quality-end demand is the high per- 
centage increase of undercounter 
models going into low-cost housing. 








Fine Furniture, New Money 
Revitalize Capehart Name 


Capehart came back strong to the 
Chicago Markets bringing with it 
news of the second marriage of TV- 
radio-hi-fi and fine furniture. 

Topping Capehart’s line are eight 
furniture styles of stereo-radio (and 
some TV) combinations by Tomlin- 
son. The prestige goods, matching 
Tomlinson’s Pavane and _ Sophis- 
ticate groups, will retail from $1400 
to $3000. 

A second Capehart line—Pana- 
muse is not made by Tomlinson— 
but wears prices from $500 to $1000. 

Capehart will limit dealerships to 
$500, will go mostly direct, will 
police franchises and prices, accord- 
ing to sales manager David Cole. 

Capehart, recently bought by Dy- 
namic Electronics, also has plans to 
go full line. It will immediately add 
nine models of transistor radios 
(made in Japan), will be making 
lower price stereo and “our own 
TV” (both consoles and vortables) 
in time for the July Music Show. 
The company will continue to mar- 
ket hi-fi components. 

Certain low-end promotional 
goods might be marketed under an- 
other name, Cole said, as Dynamic 
will continue also to keep its place 
in the private brand business. 
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THE RCA WHIRLPOOL HOME CLEANER iS 


2 CLEANE 


the “best of both” types in one unit gives 
you double value...double selling power 


Here, in one home cleaning system, you have the powerful suction action and 
versatility of a canister type plus the rug cleaning ability of an upright’s motor- 
driven, revolving brush. A quick demonstration shows your prospects how 
RCA WHIRLPOOL cleans better above the floor with its super-suction power . . 
then sweeps out the deepest rug soil with its vigorous brushing action. 
And, you have all this to sell . . . lightweight and easy to carry . . . nozzle, less 
than ankle-high, glides under low furniture... totes its attachments in a concealed 
storage compartment . . . stores compactly in closet, under bed, or on shelf .. . 
stands on end for cleaning stairs . . . rolls easily over sills, turns any which-way 
on three large casters . . . toe-touch switch . . . plus many more cleaning con- 
veniences women want. 
An upright’s A canister’s 
See your RCA WHIRLPOOL distributor today for motor-driven penetrating 


the best profit opportunity ever in home cleaners! BRUSH POWER SUCTION POWER 





J 


Join up!...it's easier to sell RCA WHIRLPOOL than sel// against it! =% 


~« 
. “ » 
Use of trademarks &@g@) ond RCA authorized by trademark owner Radio Corporation of America tras 
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It’s a Long, Long Walk 
Around Navy Pier 


... and that’s why it’s impor- 
tant, say the experts, to plan 
your trip. Here’s how veter- 
ans answer the question of... 


The most intelligent way to see 
Navy Pier? 

Simple. 

See it once. 

But it can’t be done—unfortu- 
nately. It is approximately one mile 
down one side and another mile 
back. That’s a long, long way and 
there are too many people to talk 
to to do a good job in one day. 

The only alternative is to see it 
once each day. And take a couple- 
three days for the job. 


The NHMA issues a very com-, 


plete directory, which, because it is 
complete, includes a map. 

You don’t need the map to find 
your way around. It’s pretty diffi- 
cult to get lost at the Pier. 

The map comes in handy at noon 
on the first day when you can check 
off the spates you have seen-—or 
check off those you have to go back 
to and buttonhole the right man. 

If you diligently check off spaces 
every half-day, you’ll cut down the 
number of back-and-forth trips. 
And that’s using your head for its 
ultimate purpose: to save your feet. 

This year, the Pier is again jam- 
packed. There were 739 exhibitors 
last year; this year, there are 735 


names on the list. However, NHMA 
says every square foot is still in use, 
since this list also shows multiple 
exhibitors. 

It figures to be the same old show. 
Spaces numbered through the 500’s 
will be at the left as you go in; from 
600 through to 1100 will be on your 
right; the rest in the Drill Hall, 
which is a refreshing, by Chicago 
standards, two-minute walk from 
the front door. Spaces numbered 
with a “C” are in the middle of the 
hall—down the center, which 
strangely enough, is what “C” ab- 
breviates. 

Food is how you find it at the 
pier—snack bars, a restaurant or 
two, and some mobile hot doggeries 
await your pleasure. There isn’t a 
way for you to avoid awaiting their 
pleasure. Everybody waits. 

Getting to the Pier is simple 
again. Just get into one of the 25 
buses that stop at 17 hotels every 
five minutes. Or, of course, cab it. 
On the way home, you get the same 
treatment—five-minute buses, from 
3:30 to 5:30 and a mad scramble 
for cabs. 

There are those who can hustle 
through the crowds for a couple of 
hours, then dash off to eat in the 
Loop or on the Near North side, 
and then dash back for more hust- 
ling. And they come back, year af- 
ter year, seeming to thrive. Most 
of us get over there fairly early, 
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Econ ari ia 


Ree ges ees! 


BOOTHS 1100'S AND 1200'S 


HERE’S THE WAY exhibit spaces on 
Navy Pier are numbered for House- 
wares Show. See story for details. 


last about five hours including a 
fairly well-chewed snack, and leave 
well before the last batch of buses. 
That end-of-day crowd is made up 
of exhibitor people who stay to the 
bitter end because the boss is on 
hand. 

The second day is, in fact, a much 
better shopping day than the first, 
old-time buyers claim, mostly be- 
cause things have shaken down 
some. 

That’s it; if your feet put up a 
fuss on Tuesday afternoon, console 
them with this fact: They’ve taken 
you through the biggest trade show 
in the country. 

And there’s this other thought: 
Next year, NHMA is predicting 200 
more booths in the show, but it will 
be in the now-building Chicago Ex- 
position Center. 

Where you can learn to see the 
show all over again. 

Intelligently, it is hoped. 


Where To Find Exhibitors at Navy 


Aladdin Industries, Inc. 49 |-493-495-497 
Alu.ninum Specialty Co. 772-774-776 
Aristo-Mat Go. C-129, C-133, C-137 
Arvin Industries Inc. 439-44 | -443-445- 


447-449-451 

Atlas Tool & Mfg. Co. 461-463 
Berns Air King Corp. 494-496-498 
Big Boy Mfg. Co. 1038-1040-1042 
Birmingham Stove & Range Co. 835 
Bissell, Inc. 633-635-637-639 
Block & Co. 309-311-313 
Borg-Erickson Corp., The 245-247 
Brearley Co., The 263-265-267 
Burgess Vibrocrafters, Inc. 1000 
Capitol Products Co. Inc., The 961 
Casco Products Corp. 164-168 
Clark Co., The J. R. 792-794-796-798 
Club Aluminum Products Co. 658-660- 
662-664 

Coleman Co. Inc., The 1182 
Comfort Lines, Inc. C-724, C-728, C-732 
Continental Scale Corp. 225-227 


Cory Corp. 624-630-632-634 
Davis Mfg. Co. 806-808 
Dazey Corp. 201-203 
Detecto Scales, Inc. 810-812-814-816 
Dominion Electric Corp. 238-240-242 
Dormeyer Corp. 291 -293-295-297 
Douglas & Co. Inc., David C-457 
Ekco Products Co. 108-1 10-! 42-114 
Electric Steam Radiator Corp. 205 
Emerson Electric Mfg. Co. 932-934-936 
Eska Co. Inc., The 1243 
Everedy Company, The 860-862 
Eversharp Lawn Mower Corp. C-155 
Farber, Inc., S. W. 729-731-733 
Fasco Industries, Inc. 229-231 





721-723-725 
C-648 


Foley Mfg. Co. 
Forman Family 
Fresh'nd-Aire Co. 
Div. of Cory Corp. 624-630-632-634 
General Appliance Mfg. Co. 1175 
720-722-724-726- 
728-730-732-734 


General Electric Co. 
Housewares Div. 


General Floorcraft, Inc. C-664 
General Mower Corp. 1172 
General Slicing Machine Co. Inc. 828-830 
Gits Molding Corp., J. P. 475 
Hamilton Beach 157-159-161-163 
Hamilton Cosco, Inc. 367-369-37 | -373- 
375-377-379 
Hamilton Skotch Corp. 818-820-822 
Handy-Hannah Products Corp. C-209 
Handy Things Mfg. Co. 248 
Hankscraft Co. 756 
Hanson Scale Co. 193-195 
Herold Products Co. Inc. C-385 
Ingraham Co., The 705 
International Appliance Corp. 694-696 
International Oil Burner Co. C-453 
lona Mfg. Co., The 501 
K-Appliances, Queen Prod. Div. C-684 
KVP Company, The 657 
Kamkap, Inc. 670-672-674 
KitchenAid Electric Housewares Div. 197 
Kitchen-Quip, Inc., Foodco 
Appliances Div. 572 
Knapp Monarch Co. 650-652-654 
Kord Mfg. Co. Inc. 922-924 


Landers, Frary & Clark...207-209-211-213-215 
Lasko Metal Products, Inc. 528-530 
Loeb, Inc., Ben S. 691-693 
Martin Stove & Range Co. 
Star-A Electric Mfg. Co. 


Lux Clock Mfg. Co., The... 517-519 
McGraw-Edison Co. 186-188-190 

Manning-Bowman & Bersted 

Divisions ie 192-194 
Markel Electric Products Inc.......C-800, C-804 
Marlun Mfg. Co. Inc. ....837-839 
Mastercrafters Clock & Radio Co. 402 
Merit Enterprises, Inc. ....972-974 
Metalaire Products Co. ; 1188 
Metalcraft Mfg. Corp. 859-861 


Mirro Aluminum Co. 156-158-160-162 
National Engineering & Mfg. Co. C-976 
National Food Slicing Machine Co. C-165 
National Presto Industries, Inc..C-173, C-177 


C-18!, C-185 
Naxon Utilities Corp. 600-602 
Nesco Industries, Inc. 656 
Nicro Steel Products Co. 624-630-632-634 
Norris-Thermador Corp. 939 


Northern Electric Co. 781-783 

O-Cedar, Div. of American 
Marietta Co. 

Oster Mfg. Co., John 


613-615-617-619 
916-918-920 


Party Q Corp C-477 


Peerless Mfg. Div. of Dover Corp....393-395 
Pennant Div. of Industrial 

Enterprises, Inc. 1120 
Plastray Corp. 929-931 


Portable Electric Tools, Inc. 565 
Premier Mfg. Co. 287-289 
Proctor Electric Co. 684-686-688-690 


Quaker Industries, Inc. C-632, C-636, 

C-640, C-644 
Regal Ware, Inc. 212-214 
Regina Corp., The 396-398-400 





And at the Morrison 
Still Another Show 


About two miles from Navy Pier 
and the National Housewares Show 
is the Morrison Hotel—the world’s 
tallest—home of the seven-year- 
old Independent Housewares Ex- 
hibit. 

Three promotors—Jules Karel, 
Monroe Passis and Lester Olshan- 
sky—launched the Independent Ex- 
hibit in 1953 to catch the overflow 
from crowded Navy Pier. The three 
run a similar show in Atlantic City 
in July. This year, there are 750 
exhibits spread over 11 floors of the 
Morrison—four floors of booths and 
seven of private rooms. 

The 1959 Independent House- 
wares Exhibit opened yesterday, 
will end Thursday night. Hours are 
from 9-9 today, tomorrow and 
Wednesday and 9-6 on Thursday. 

Generally, smaller, newer com- 
panies who either aren’t ready for 
Navy Pier or can’t get in, find space 
at the Morrison. “At times we feel 
like we’re operating a farm system,” 
Karel says bluntly. “A lot of com- 
panies start out with us and then 
go over to the Pier.” 

Recently, Karel adds, some firms 
have come back to the Morrison 
and a few exhibit at both places. 
Most exhibitors at the Morrison fall 
into the $500,000 to $10 million-a- 
year class, according to Karel. 

Promotional items are heavily 
Stressed at the Independent Exhibit 
and this is where appliance dealers 
may find some happy hunting. Buy- 
ers for supermarkets, drug and 
novelty outlets and appliance stores 
often find small give-away items. 


Pier 


Revere Copper & Brass, Inc. 640-642-644- 

646-648 
Rival Mfg. Co. 148-150-152-154 
Robertson Mfg. Co. 1230 
Robeson Rochester Industries Inc. 484 
Ronson Corporation C-521 
Roto Broil Corp. of America 1256-1258 
Salton Mfg. Co. Inc. 997-999 
Seal Sac, Inc. 185-187 
Sessions Clock Co., The 880-882 


Seth Thomas Clocks 2, 514 


Shetland Co. Inc., The 986-982-990 
Signal Electric Div., 

King-Seeley Corp. C-676, C-680 
Silex Co., The 145-147-149-151-153-155 
Son-Chief Electrics, Inc. 815-817 
Spartan Electric Radiator Corp. 1241 
Sperti Faraday, Inc. 249 
Stetson China Co. 464-466 
Sunbeam Corp.....C-828, B-832, C-836, C-840 
Superior Electric Products Corp. 271 
Swing-A-Way Mfg. Co. 189-191 
Textile Mills Co. 256-258 
Titan Mfg. Co. Inc. 612 
Toastmaster Div., McGraw- 

Edison Co. 124-128-130 
Toastswell Company, The 372-374 
Tricolator Mfg. Co. 381 
United States Electric Mfg. Corp. 268 
Vernco Corp. 1227 
Vollrath Co., The 180-184 
Wagner Mfg. Co., E. R. 220-222 
Waring Products Corp. 421-423-425 


West Bend Aluminum Co. 665-669-67 | -673 


Westclox 512 
Westinghouse Electric Corp. 272-274-276 
278-280-282 
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COMING YO 


UR WAY SOON! 


HOTPOINT S5r 
ANNIVERSARY PROMOTION! 





Powered by this colorful Sunday 
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PLUS POWERFUL AND A COMPLETE 
TIE-IN NEWSPAPER ADS! 17-PIECE DISPLAY KIT! 
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THERE’S EVEN A RED HOT 
TRAFFIC-BUILDER— 
THE AMAZING NEW 
NORTHRUP KING 
MARIGOLD PLANT 
STARTER KIT! 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 


... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


anu 
your Hotpoint 


and find Out ho 


my 28th! Contact 
Distributor today! 


W you can Partici- 


ELECTRIC RANGES - REFRIGERATORS - AUTOMATIC WASHERS - CLOTHES DRYERS - CUSTOMLINE® - DISHWASHERS 
* WATER HEATERS - FOOD FREEZERS - AIR CONDITIONERS - ELECTRIC BASEBOARD HEATING 
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Housewares-for-gifts 
flashed bank credit cards and 
bought more, EM Week sur- 
vey shows. But not all dealers 
are happy 


When 300 customers used their 
bank credit cards in one day to 
charge $7,500 worth of gifts—par- 
ticularly housewares and _ small 
radios—at the store of a Los An- 
geles area mass merchant, Builders 
Emporium in Van Nuys, a long- 
heralded change in consumer credit 
came of age. What ELECTRICAL 
MERCHANDISING asked last June, 
“Those new bank credit plans— 
will they help you or hurt you?” is 
now closer to being answered. From 
banks and dealers EM Week got 
this report in the area where the 
cards have been most heavily pro- 
moted. 


Survival of bank cards was assured 
when the nation’s largest bank and 
pioneer in easy credit, the Bank of 
America, found that the volume of 
business charged on its Bank Amer- 
icards between Thanksgiving and 
Christmas was more than double 
the amount charged during the pre- 
ceding six weeks of October and 
late September. The bank decided 
to establish the bank card opera- 
tion, which had been developed as 
a consumer research project, as a 
permanent part of the bank’s con- 
sumer credit department. In about 
a year, this bank has issued more 
than 2 million credit cards to con- 
sumers and signed up 25,000 retail 
merchants to participate in the plan. 
3ehind the program, the Bank of 
America has sunk more than $2 mil- 
lion in promotional money for direct 
mail, newspaper advertising, radio 
and TV spots. 

As the research test run had fore- 
cast, consumers were eager to use 
the bank cards which promised to 
simplify their personal bookkeeping 
as well as to provide the practical 
equivalent of a pocketful of green 
stuff almost a month before the 
bill had to be paid. 


At the retail level, reports were 
enthusiastic. Joy’s Jewelry & Gift 
Center, Inglewood, Calif., said that 
during the three weeks before 
Christmas about $4,000 worth of 
gifts, including appliances and ra- 
dios, were charged on bank credit 
cards. Another Los Angeles area 
dealer, Downing’s Appliance & TV, 
reported that 35-40% of the small 
appliances sold there, plus 10% of 
the majors, were charged on bank 
cards. Downing’s stated that 10% 
of its increase in business this fall 
was due to the bank credit cards 
. making credit available to 
many people who. never had such 
credit available before.” 


Size of purchases most suitable for 
charging on bank credit cards was 
more clearly defined during the 
holiday gift buying season. In their 
pitch to dealers, banks contended 
that the card system would be the 
answer to the dealers’ and the 
bankers’ prayers for a way to han- 
dle charges under $200 which “deal- 
er and bank find unprofitable to 
carry on other types of contracts.” 
But from reports to EM Week, it 


buyers . 


appears there is still a gap between 
$75 and $200—for the average scale 
charge on = credit cards is $25 
in the housewares field. 

Dealers pointed out that the bank 
cards restrict the size of purchases 
—not by control, but by the meth- 
od of repayment. Customers using 
Bank of America cards can pay 
their charges within 25 days with- 
out interest charges. This is the 
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‘Instant Money’ Ups Sales Volume 


provision they like, along with hav- 
ing all charges on one bill, dealers 
point out. As a result the customers 
are holding back on either single 
purchases or a total of purchases 
that amount to more than they want 
to pay within that period. The Bank 
of America says that nearly 86% 
of its bank card holders pay their 
accounts within the 25-day no-in- 
terest period. 








What DON’T They Like About Bank Cards? 


For the credit jeweler, the bank 
card can sabotage everything he has 
worked for all these years. He 
wants the housewares customer to 
come in every week with a small 
payment and be exposed to new 
purchases she can add to her ac- 
count. 


7 
The neighborhood dealer whose 
volume is heavy with open accounts 
from the solid citizens of his area 
doesn’t want his customers suscep- 
tible to the sales pitches of other 
merchants who can offer easy credit 
through the bank card. 


Department store officials are the 
cards’ severest critics. They feel 
their own credit plans retain cus- 
tomer identification, create buying 
habits and keep customers away 
from discount houses. 


A closed-door discount-house rep- 


resentative had practical objections: 


“We would welcome a credit card. 


plan if it didn’t cost us anything. 
But the cost runs up to 6% of gross; 
if we had full markup, it would 
be a cinch, but it’s impossible, par- 
ticularly in small appliances.” 


But merchants admit they’re here 
to stay. In San Francisco, a dealer 
relaxing in the bar before a NARDA 
luncheon explained: 

“Nobody claims to like the damn 
things but Giannini (of the Bank 
of America) and the women. We 
could fight the bank, but the women 
are going to make the cards a habit. 
They’d rather argue with the old 
man after charging a purchase than 
try to get money from him in ad- 
vance.” 

During the conversation, this 
dealer was shaking dice for the 
drinks. He lost, paid with a Diner’s 
Club credit card. 











62.500 to 1 Shot Comes in 


THAT’S THE TICKET to Gibson’s annual sales convention. R. E. Watts (right) 
of Hynes Brothers is presenting to Claudius Mitchell of Leesburg, Va., last year’s 
winner of Hynes’ sponsored trip. Mitchell beat 62,500 to 1 odds to win trip to 
Hawaii. Hynes is Gibson’s Washington, D.C., distributor. 





Where will the public make most 
use of the bank credit cards? Krom 
interviews in various markets, EM 
Week concluded that the dealer 
with a captive housewares market 
—an appliance, hardware, home- 
wares or other store with long 
established clientele in a small city, 
a suburb or a shopping cente:— is 
least likely to have his customers 
charging on bank credit cards for 
some time to come. For these deal- 
ers the long standing open accounts 
were practically unaffected by the 
availability of the bank cards. Clar- 
ence Dulfer, whose appliance-house- 
wares store serves the swank St. 
Francis Woods and the semi-swank 
West Portal districts of San Francis- 
co had less than 1% of customers’ 
housewares purchases charged to 
bank cards. Dulfer says that the 
bank card business was extra and 
that another use of the card came 
to light. An old customer famous 
for slow payment of her open ac- 
count was advised to use her bank 
card. Now Dulfer gets cash, she 
buys more frequently, and she is 
easier to sell up. 


Where the customer has a choice of 
stores and where dealer loyalty is 
low, bank credit cards have shown 
their best gains in acceptance. In 
downtown Oakland, Calif., an ap- 
pliance-TV-housewares dealer’s 
records show that 20% of his cus- 
tomers charged housewares items 
under $50 on their bank cards. 
“Frankly” said the dealer, “I think 
I would have lost many of these 
customers if I hadn’t been set up 
to take charges on their bank cards. 
They could have gone not more 
than two blocks to buy the same 
items and found someone willing to 
charge it.” 

Some stores in between the cap- 
tive and the general are taking 
bank cards in their stride. In Fres- 
no, Calif., a dealer said, “I sold 
about 20% of my housewares on 
bank credit—and more than half 
the customers were people I’d never 
seen before. In fact, I put the charge 
on the bank card against my wishes. 
I tried to switch them to open credit 
if they looked like good credit risks. 
If they have an account with me 
they’ll come back. Several of these 
customers told me frankly that they 
didn’t want dealer credit, they 
wanted to shop anywhere they 
pleased and still charge. 


Where does the average dealer 
stand? After nine months of expo- 
sure to bank credit cards, the ma- 
jority told EM Week that while they 
still didn’t like them, they felt that 
the business they brought was extra 
business, and they believe that 
eventually the cards will be a factor 
in their business. Said one, “I don’t 
like the confounded things but 
women are women, and they’re go- 
ing to become slaves to this easy 
way to put every small charge on 
one bill. And maybe it will help us. 
The women will come to our (ap- 
liance-TV-housewares) store  be- 
cause it is more convenient and be- 
cause they get personal attention 
instead of taking time to go over to 
the Stanford Shopping Center (the 
dealer is in downtown Palo Alto) 
where they have charge accounts at 
the Emporium (department store).” 
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Norelco Scores 
Another First 


National TV “Blitz” 
Starts 60 Campaign 


NEW YORK, JAN. 5—Tn a highly 
unusual television campaign called 
“off-beat but on-target,’ Norelco 
Shavers bombarded virtually 
every major U. S. market with a 
special spot campaign during the 
December 26-27 weekend. From 
15 to 30 spots were seen by an 
estimated audience of 67 million, 
covering over 65% of the TV sets 
in the country. 


“This special campaign had 
three purposes,” said Philip C. 
Weinseimer, Vice President of 
North American Philips Com- 
pany, Inc. “First, we want to keep 
the trade talking about us as alert 
promoters with, the fastest-grow- 
ing shaver in the business. Second, 
we want to support our distribu- 
tors and retailers with aggressive 
advertising promotions for 1960, 
beginning at thé earliest possible 
moment. Third, we want to give 
the vast consuming public a timely 
opportunity to spend a share of 
their $250,000,000 Christmas Gift 
money for our superior shavers. 
Gift money purchases are largely 
made after Christmas.” 


Mr. Weinseimer revealed that 
Norelco sales representatives are 
now presenting to authorized dis- 
tributors full details of the Spring 
1960 advertising and promotion 
campaign. He said this would fea- 
ture a Series of fast-breaking pro- 
motions, each amply supported by 
television, newspaper and maga- 
zine advertising. 


In addition to the Speedshaver, 
leader of Norelco’s line, there’s 
the car-and-battery operated 
Sportsman, the shaver specifically 
designed for the ‘““man-on-the-go.”’ 
Norelco’s ladies’ line includes the 
widely acclaimed double-headed 
Lady Norelco and the Coquette — 
a cosmetically designed and per- 
fumed lipstick-shaped shaver, the 
first of its kind ever produced. 


Mr. Weinseimer states that 
during the 60’s Norelco will con- 
tinue with its vast program of re- 
search and development designed 
to constantly increase the efficien- 
cy and saleability of its men’s and 
women’s shaver lines. The com- 
pany will continue to work closely 
with distributors and retailers to 
maintain and increase the profit 
advantages of pushing the Norelco 
shaver line. 




















Lets talk a minute about 
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...LVorelco in the 


Golden 605 


Norelco—with the first basic improvement in electric shaving—rotary action 
— brought new shaver profits to the trade in the 50’s. 


Norelco—now the world’s largest selling electric shaver—the fastest grow- 
ing brand in the U.S.A.— promises still greater profit opportunities in the 60’s. 


Norelco—started the 60's with a post-Christmas Television Spot “Blitz,” and 


follows up with a hard-sell January newspaper campaign in major markets. 


Norelco —plans big ‘‘peak”” promotions throughout the spring, right into 
Father’s Day . . . includes more newspapers, more television, more magazines, 
more displays and co-op. 


Noretco shavers chosen for exclusive use at the VIII WinteER OLYMPICS 








New Norelco Speedshaver,* 
the Rotary Electric Shaver... 
with real selling features! 


The 608... your 


to cash-in on lVorelco...its unequalled 
Nothing shaves like Norelco. .:that’s why-Nothing sells like Norelco 


NORTH AMERICAN PHILIPS COMPANY, INC., 100 E. 42nd Street, New York 17, N. Y. 
Norelco is known as PHILISHAVE in Canada and threughout the rest of the free world. 
*Speedshaver is a registered trademark of NORTH AMERICAN PHILIPS COMPANY, INC. 
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... and the experts had a good deal to say. Some of it 
was inspirational, some of it was educational—and 
some of it was pretty outspoken 


The inspiration came from Frigi- 
daire’s Dr. Carl Byers, the educa- 
tion from American University Pro- 
fessor Arthur Rayhawk and the 
outspoken words from retiring pres- 
ident Joseph Fleischaker and Chris 
J. Witting, Westinghouse’s vice 
president for consumer products, 
plus a couple of panels on service 
and multi-store operations. 

And that was just part of three 
dawn-to-dinner days of talks, pan- 
els, banquets and parties. Base- 
ball tough-guy Leo Durocher’s 
speech at the annual banquet (Du- 
rocher now works for Whirlpool) 
was the frosting on what most 
NARDA members considered a 
pretty tasty convention cake. 

At least the cake was _ tasty 
enough to keep most of the 400 
firmly in their Conrad Hilton Hotel 
chairs despite the lure of bustling 
markets at the Merchandise Mart, 
just two miles away. 

Byers kept a luncheon audience 
chuckling at such mots as “To make 
both ends meet you have to get off 
your own.” 

Dr. Rayhawk warned dealers 
they weren’t spending enough time 
bringing old customers back into 
their stores. 

The most outspoken of all were 
Fleischaker and Witting. Speaking 
at separate second-day _ sessions, 
they covered both sides of the man- 
ufacturer-dealer street. 

Stepping down after two years as 
boss of NARDA, Fleischaker lashed 
out at centralized service, confu- 
sion over warranties and poor pric- 
ing policies on the part of manufac- 
turers. “Everytime they take away 
one of your functions,’ he went on, 
“vou lose a share of your profits. 
I'd like to ask the manufacturers: 


ADVICE FROM A VETERAN is offered 


‘What will you do about equalizing 
the competitive battle?’ ” 

Witting was just as blunt in at- 
tacking what he called the “sense- 
less” practices of switching and 
spiffing, ‘“cherry-picking,”’ shoddy 
dealer service and the junket. He 
warned: 

“So many of us have been en- 
grossed in chicanery, in out-foxing 
or out-dealing the other fellow, that 
we deserve the consumer distrust 
and disdain which is so frequently 
evidenced today.” 

Witting’s solution for these evils 
is deceptively simple. A dealer code 
of ethics. 

“T would suggest to you,” he con- 
cluded, “that you consider at this 








McMullin Heads NARDA 


Switching to the business side of 
the program, NARDA chose Carroll 
D.- McMullin of Toledo as its pres- 
ident and picked Ray Keelan of 
Sarnia, Ontario, for the board of di- 
rectors—first time a Canadian has 
been on the board. 

Other new officers are M. B. Ma- 
gers of North Kansas City, Mo., 
Hardy Rickbeil of Worthington, 
Minn., and Frank Pieratt of Lex- 
ington, Ky., all vice presidents. Up- 
ton Ziesler of Manitowoc, Wis., was 
re-elected secretary and Victor P. 
Joerndt of Kenosha, Wis., was re- 
elected treasurer. 

Re-elected NARDA directors are 
McMullin, Samuel B. Singer of St. 
Louis and Stuart Greenley of Flint, 
Mich. Newly elected directors are 
Sam Boyd of Springfield, Mass.; J. 
Albert Johnson of Rockford, III; 
Carl Barlow of Tulsa; William 
Sharpe of Atlanta; and Jewell Ma- 
ness of Beaumont, Texas. 


by ex-president Ken Stucky, right, to 


Carroll McMullin after latter was named to head NARDA in 1960. 
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ARDA Listens to the Experts 


convention the appointment of a 
committee to draw up an operating 
code of ethics for appliance dealers 
—a code with real and practical 
meaning; a code that moves to re- 
store the image of complete hones- 
ty and integrity for our dealers in 
the minds of the public at large.” 

As in past years, panels were big 
at the NARDA meeting. A quintet 
of dealers who’ve scored big in 
service told their stories in one 
opening-day session, while across 
the hall another group listened to 
a five-member panel on kitchens. 

From the service panel came 


* these tips: 


—Sell sérvice as you sell appli- 
ances. One Washington, D. C. store, 
for instance, uses 70% of its ad 
budget to plug service. 

—Make sure your servicemen and 
their trucks are neat and clean. If 
possible, equip your trucks with 


two-way radios. 


—Be sure your service charges 
are competitive. 

There are plenty of headaches in 
a multi-store operation, a four- 
man panel warned dealers, but 
there are plenty of advantages, too. 
Poor communication is the worst 
problem and dollar sales per sales- 
man may drop. But your overall net 
should climb and there will be some 
important savings—in advertising 
for example. And don’t forget about 
increased area coverage. 

Department stores should be do- 
ing a better appliance-selling job— 
and dealers would benefit. from 
more stable prices if they were 
Paul Davis of Columbus, Ohio’s 
Morehouse Fashions told the con- 
vention. “But,” he added, ‘‘depart- 
ment stores are like guppies who 
eat their young. All they need to 
get the profit and the volume is the 
right men. And when they finally 
do find a good man, they take him 
out and put him in hosiery.” 


~, 
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NOT A WORD of NARDA sessions 


= 


If there was an overall theme at 
the Chicago convention, it was this: 

“The sizzling 60’s are here and 
they’re going to be great years; new 
markets, new products—new prob- 
lems, too—but a potentially great 
decade for the appliance industry 
just the same.” 

Attending his last NARDA con- 
vention was executive vice pres- 
ident Al Bernsohn, who left the 
association for a new post in Cali- 
fornia. Taking his place will be Gail 
K. Pinkstaff, formerly of the Mas- 
ter Photo Dealers’ and Finishers’ 
Association. Pinkstaff, who was in- 
troduced at the convention, will as- 
sume his NARDA duties later this 
month. 








escaped New York’s Joseph 


Recipe for Selling 
Brings $500 Prize 


Richard M. Dempsey, of Sharpe’s 
Appliance Store, Atlanta, is the 
NARDA-Ladies Home Journal “Cre- 
ative Retail Salesman of the Year.” 

The title, bestowed on Dempsey 
at the annual NARDA banquet 
brought its winner $500, a silver 
plaque and an all-expense trip to 
the convention. 

Four division awards went to Wil- 
liam Yates, General Appliance & 
TV, Dyersburg, Tenn., major appli- 
ances; Richard H. Parker, Standard 
Electric Co., Rocky Mount, N. C., 
complete kitchens; Leo Collavo, 
Bridgeville Appliance Co., Bridge- 
ville, Pa., radio-TV; and Joseph 
Wiseley, Oklahoma Tire & Supply 
Co., Cassville, Mo., electric house- 
wares. 

What was Dempsey’s idea? 

A give-away recipe box combined 
with direct mail pieces containing 
recipes. Housewives receive the 
mailing, save the recipes (and the 
plug for Sharpe’s) and collect the 
recipe box by coming into the store. 


laa 
McGuire. 


Sitting in front row, he taped entire program with portable recorder. 









JANUARY 11, 1960 ll 


ONLY AUTOMATIC DISPENSING: 


FROM... 2 
Shetland RUG-CLEANING FLOOR POLISHERS 


in every price range! 
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T-46 
$29.95 $39.95 


LOOK AT THESE EASY TRADE-UP FEATURES! 
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E SELL EXTRA FEATURES! STEP-UP PROFITS! 





YOU WANT VOLUME SALES Shetland gives you Volume Sales! 
YOU WANT FULL PROFITS § Shetland gives you Full Profits! 


ONLY SHETLAND offers the terrific Traffic Builder (Model T-27) in an Automatic 
Dispensing Rug-Cleaning Floor Polisher to spark new polisher interest in your 
community. 


ONLY SHETLAND provides the Big-Four Line of Automatic Dispensing Rug-Cleaning 
Floor Polishers that assures you easy trade-up to higher profits. 


ONLY SHETLAND goes the limit to protect you and all its dealer family against unfair 
and injurious practices with its far-seeing policy of selective distribution. 


ONLY SHETLAND pre-sells for you with more newspaper advertising than ail other 
makes combined, together with Radio and TV, National Network and TV Giveaways 
and full-color, full-page National Advertising. 


ONLY SHETLAND gives you extra profits through the continuing and expanding sales 
of Shetland Floor and Rug Care Products, designed for best results with Shetland 
and other electric floor polishers. 


QUALITY is an ingredient of profit. Shetland’s quality is unmatched and unques- 
tioned, and is backed by 1-, 2- and 3-year guarantees. 





$59.95 
FLOORSMITH 


BE SURE TO SEE THE 


FANTASTIC/ 
Shetland 








ENGINEERED BY 








: 
REMEMBER! : 
<pectauistc |  SHETLAND FLOOR AND RUG CARE PropucTs # — FLOOR-WASHING VACUUM CLEANER 
bie” | Tay ction caer ate tae cet 4 at BOOTHS . 
ve ee - 986 * 988 * 990 NAVY PIER 
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FLOORS and RUGS 
THE SHETLAND COMPANY, INC., SHETLAND INDUSTRIAL PARK, SALEM, MASS 
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From General Electric... 


NEW FANS! NEW STYLING FOR 60! 














Mode! LW-1 


A REVOLUTIONARY NEW FAN 


General Electric Trimline Ventoglide Filter Fan only $6495 


® Glides out to ventilate. Glides in to circulate—or glides to A complete line of fans. New Trimline styling is crisply mod- 
any point for desired mixture of outdoor and indoor air. @ ern, with exciting Spruce Blue and contrasting white grills. 








Washable filter removes dirt, dust and pollen. ¢ Permits com- A new fan for every cooling job... every pocket, (From 

plete privacy! @ Three speeds! Installs with a screwdriver. $18.95 to $74.95.) Each loaded with extra features! 

e New COOL Spruce Blue with contrasting white grills. e General Electric quality— Consumers trust General Elec- 
Complete with panels for installation. tric’s WRITTEN WARRANTY which protects them and you! 
NEW! The Trimline Portable Air Cooler! vit eS 











(Pre-tested for a full year! In General Electric labo- 









ratories and in consumers’ homes. Your customers === oe a 

are assured of getting the best in rugged, trouble- Ei: e 

= : free evaporative cooling. Big water capacity. Auto- == a a 

mele matic thermostat. Pushbutton controls. 3-speed === 3 2 

= 7 blower. Front view water level indicator. It’s a = 4 3 

ss! powerful fan, too—with a flick of the switch. a 

=oh Lovely fine furniture styling. Spruce Blue and = = 4 
betas white. General Electric Company, Automatic Blan- =< a oh 
ket & Fan Department, Bridgeport 2, Connecticut. ====-= b. 


Model E-2—Only $59.95* Model E-1-$49.95* 
SEE YOUR DISTRIBUTOR FOR DETAILS 





The Generai Electric Trimline Custom Auto- 


Progress Is Ovr Most /mportant Product matic 20” Filter Fan. Cools up to 5 rooms. 


Automatic thermostat, timer, signal light. 
Variable speed control. Electrically reversi- 


ble. Portable. Glass fiber filter. Mounting 
panels. Mode! W-15 only $74.95* 


*Manufacturer’s Suggested List Price 







N-0O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


—— NOT Forgetting — 
HOW TO — 


V Advertise V Operate a Profitable Service Dept. 
V Hire, Train & Pay Salesmen V Pick a Store Location 

V_ Handle Trade-ins V Take Advantage of Tox Lows 

V Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 


() Check here if you want 1 year at $2 
C) Please bill me 


{([] Business Address 
[] Home Address .........cc0v+ 


COMPANY NAME 


Above rates for U. S. and U. S, Poss. Dirs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S$. Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 3 year. 160 
e-1/11 








[] Retail 
[|] Wholesale 
|] Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. «» join with the 40,000 other marketers in reading the late, verified news of the week in 
ELECTRICAL MERCHANDISING WEEK 


G-1/11/60 


Wo 
Postage Stamp 
Necessary 


i Mailed in the 


BUSINESS REPLY MAIL United States 
FIRST CLASS PERMIT NO, 64, NEW YORK, 6. ¥. 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC, 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 





JANUARY 11, 1960 


Skeptics Wait 


on Kelvinator 


Hurried market-time response by 
industry executives to Kelvinator’s 
new no-annual-model policy ranged 
the full gamut from ‘Who cares?” 
to “Welcome aboard.” And most 
everybody, whether for or against 
Kelvinator’s avowed philosophy, 
was waiting to see. 

First question was “Can they do 
it?” Hard-bitten types like Philco’s 
Red Connell and Hotpoint’s John 
McDaniel feel that the urge to hypo 
sales, “‘necessary every year,” is 
best satisfied with the good old 
tried-and-true adjective ‘‘new.” 
“Even dollars—dollars alone—won’t 
do it,” says Connell. 

Some factory marketers achieved 
almost outrage at B. A. Chapman’s 
announcement on the eve:of the 
Market opening. “Why everybody 
does that’ sums up this reaction. 
However, none of the people who 
claimed this cared to be quoted on 
the subject, though they were quite 
ready to cite the number of engi- 
neering changes—not specifying 
whether or not they were improve- 
ments—that had been made “with- 
out fanfare” by manufacturers in 
the current year. 


This was the point of fact that 
hung up general reaction: What 
precisely did Kelvinator mean? 

Ed Barnes of Kelvinator put it 
this way: “Kelvinator, though the 
model-numbering details are not 
worked out, will run a model as 
long as it sells and will not change 
it except to put in more value. A 
face-lift doesn’t equal more value.” 

Not too many industry men ac- 
cepted that one either. “Does Kel- 
vinator mean that if they had a hot 
refrigerator feature, or a big laun- 
dry improvement come along in the 
off-season, they wouldn’t wait with 
it until they could really make hay 
in the heavy dealer-loading sea- 
son?’”’ was one skeontic’s reaction. 

The answer, directly, from Kelvi- 
nator was “No, we won’t wait. When 
the unit is ready, we’ll market it, 
off-season or no.” To underline this, 
Barnes said “Wait ’til June or early 
July when something cooking in our 
range department should be ready. 
It won’t affect our regular line, but 
it’s hot.” 


Another batch of dissenters kept 
a tight hold on their identification, 
but gave free rein to their own 
philosophies, which are, collectively, 
diametrically opposed to Kelvina- 
tor’s. One old hand succinctly said, 
“Annual models or not, there will 
still be dogs to get rid of.” Another 
held a very real belief that a move 
like this eliminates a lot of enthu- 
slasm at the dealer level, that the 
annual model change, expensive as 
it was, was important to the busi- 
ness. 

On a practical level, a white goods 
marketer said, “I can’t see eliminat- 
ing the opportunities that prior- 
year merchandise gives you to boost 
sales in the first third of the year 
That good old price advantage is 
hard to beat.” 

Countering this, Kelvinator peo- 
ple say that they didn’t jump on 
this program without checking it 
out with their distribution, that they 
considered the move at the top level] 
for about 18 months. “Sure you may 
lose a little advantage that way,”’ 
they say, “But you also eliminate 


for distributors the ‘normal’ mark- 
downs at the end of the model year, 
and that doesn’t hurt at all.” 

With plenty of experience in the 
no-annual-model policy, Fred May- 
tag II said, in effect, that Kelvina- 
tor was welcome aboard. Maytag’s 
only other comment was that he was 
glad to see it. 

On balance, those in the industry 
who are interested bystanders are 
probably right. “If it works, it’s 
fine,” they say. One more scholarly 
observer pointed this out: “Up to 
now, the only successful no-annual- 
line markets have been short-line 
independents. Kelvinator qualifies 
as a full-line factory. If they can 
do it, it’s important.” 

In the meantime, Kelvinator is 
going to go right on: “We’re just 
running our business the way we 
think it ought to be,” they said. 
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From Whirlpool, A New School 
Subject: How To Make Money 


Whirlpool started the New Year 
by announcing a program designed 
to “build the strongest possible body 
of RCA Whirlpool dealers.” 

The speaker is Jack Sparks, RCA 
Whirlpool vice president for sales. 

The program he’s announcing 
looks like this: 

First, a 135-page “Retail Profit 
Management Manual,” covering all 
phases of retail operation. 

Second element is a _ series of 
three-day dealer management clin- 
ics, for groups of 15 or less dealers. 

“Business Management Bulletins” 
to be mailed twice a month make up 
the third element. 


And fourth, the real clincher, is 
a corps of trained management ex- 
perts who, on invitation, will visit 
retail stores with distributor reps 
to analyze operations and make rec- 
ommendations for improvements. 

Item four starts in late 1960, the 
others will get going in the early 
part of the year. 

This move by Whirlpool started 
last May when the appliance firm 
hired John F. Ogden to research, 
devise and finally head this new- 
to-Whirlpool program, which ties in 
strongly with the American Uni- 
versity “Whirlpool Chair of Market- 


ing.” 





7th in a series 

of weekly Gibson | 
messages to . 
all appliance . 
dealers 


2 
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into buyers right now. 





WILL TAKE 


YOUR 


CUSTOMERS 
AND PROSPECTS TO HAWAII BY JET IN 60 


$100,000.00 worth of prizes and promotion all 
for one purpose—to bring a flood of prospects 
into your store! Too much work? Too much 
worry? Not on your life! It’s all worked out for 
you, and it’s working right now. There’s a won- 
derful bonus for cooperating Gibson Dealers, 
too, and a special promotion to turn shoppers 


Gibson’s big Consumer Sweepstakes is already 
rolling, and it’s rolling traffic into Gibson Deal- 
ers from coast to coast! It’s so easy for you to 
participate! Gibson provides all the display and 
promotional material you need . . . handling and 
winner-selection by the world’s largest contest 
handlers ... and, best of all, the most appealing 
prizes ever—jet vacation trips to Hawaii for the 


lucky winners! 


Gibson gives you action day after day, month 
after month, year after year. And that’s why 
Dealers’ Gibson sales gains are running more 
than 400% ahead of the entire appliance indus- 
try! Every day you stay out of the fast-moving 
Gibson program costs you action, costs you sales, 
costs you profit. Why wait another day? Get 


going with Gibson now! 


WANT To HEAD FOR Hawa, BY SET IN Go, 


get going...get 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 
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Budget to iueieis ee 
for sensible markups-sw 
-styled to trade up customers and step up gift business! 


Presold by extensive Regina national advertising! 
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MODELS 


INCLUDING SILVERY AND 
GOLDEN BEAUTIES IN AMERICA’S 
MOST-RAVED-ABOUT VACUUM 


REGINA \ 
| Ltectebroom | 
to retait from 839.96 io°49.95 


¢ the original and full-powered 
lightweight vacuum cleaner 

¢ so fast, so efficient, it’s used daily in 
hundreds of thousands of hotels, 
motels, homes 

¢ no hose, no attachments, no easier 
way to clean 

¢ alight 6% pounds, but whatadynamo ,g 

* more unusual, promotable features 
than any other vacuum 

* experience proves — to show it 

is to sell it! 


MODELS 


INCLUDING THE LUXURIOUS 
GOLDEN CUSTOM DE LUXE IN 
AMERICA’S NO. 1 POLISHER! 


REGINA to retail from 


*39.95 to °64.95 


every one has all the famous 

Regina features: 

e all-metal construction 

¢ 17 pounds, lightest possible 
weight to do a professional job 

¢ built for a lifetime of 
dependable service 

e all the equipment for 

every part of floor 

care including rug —” 

cleaning attachment @ 
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REMEMBER — IT’S ALWAYS EASIER TO SELL THE BEST — REGINA + SEE REGINA’S BIG LINE — CHICAGO 
HOUSEWARES SHOW, NAVY PIER, JANUARY 11-15 — SPACE NOS. 396-398-400 > IF YOU CAN’T GET TO THE SHOW, 
WRITE FOR FULL DETAILS TODAY! - THE REGINA CORPORATION, 11 REGINA AVENUE, RAHWAY, N. J. 
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MORT FARR says 


‘T Go to Market 
To Make Money’ 


All signs point to a very successful year in our business for 
1959. Not a record in all lines, but a vast improvement over 
1958 and with record sales in at least several appliances. From 
the reports I get, profits at the retail level are up, and dealers 
are on a more solid footing. Those retailers who are still left are 
much better informed and more willing to learn. We have gone 
through an era in the TV and appliance business that has taken 
its toll in failures at all levels, but those manufacturers, dis- 
tributors and dealers who have survived are a hearty lot, who 
stand ready to cash in on the predicted golden sixties. 

Every newspaper, publication and newsletter we read tells 
of the fabulous expansion just ahead of us. We hear talk of 
expanded incomes, population growth, sky-rocketing gross na- 
tional-product, millions of new family formations and the plans 
of all these people to buy more autos, more new homes and 
new appliances to put into them. We are told we are in the 
cycle that will also require the replacing of millions of appli- 
ances bought right after production started, after World War II. 
I have heard it predicted that we will sell more appliances in 
the next ten years than we have sold in the last eighty. To hear 
them tell it, one would get the notion that we lucky people in 
the appliance business are already in. I almost get to thinking 
that I surely ought to be able to retire after this next decade, 
which will be my fifth in the business. 


I don’t think it will be that easy. I feel reasonably sure that 
most of the looked-for economic growth will take place, but 
that does not insure prosperity for all of us engaged in the 
business of selling television and appliances. Even if we sell 
all these promised millions of televisions and appliances there 
is no assurance that we will sell them at a profit, if we do not 
plan for it. 


At retail, only the efficient will survive, grow and prosper. 
Those who succeed must continue to earn the right to do so. We 
will not be able to live on past performances—it’s tomorrow 
that counts! If we wish to earn more we are going to have to 
learn more. This means reading more, studying more and learn- 
ing from each other. 


We have a very good trade press to learn from. Here we can 
keep up on the latest products and promotions as well as gen- 
eral economic conditions. However, those of us who are going to 
realize the full potential of the business boom are going to seek 
additional ways to learn from each other. 


Successful retailers should attend distributor meetings when- 
ever they are invited. This is true whether you carry a line or 
not. If you are going to have to sell against it, you will be bet- 
ter able to if you are informed. If you do carry the line you 
must know its features to sell it. 


Attend various Markets. I have never missed a Chicago Janu- 
ary Market, and it seems to me that the dealers I meet in Chi- 
cago in January are the ones who make the news and who are 
successful in this business. It is no coincidence that the annual 
NARDA Convention is held in connection with the January 
Market. Here the alert dealers of America can listen to the 
leaders of this industry tell about the products and their suc- 
cessful promotions, how to stage them and most important, how 
to manage a business. Here we meet professionals and have a 
chance to learn how to become one. I have never come away 
from a NARDA session without at least one good idea. Last 
week’s was no exception. 


The Market also offers a great opportunity for manufacturers to 
find out what’s going on all over America. It would take months 
of traveling for these executives to get the pulse of our in- 
dustry that they can feel after ten days in Chicago. 


Here a dealer can air his gripes, and tell the big wheels what’s 
wrong with their merchandise and what they should be doing. 
It’s wonderful to wander through the exhibits and see what we 
are going to be selling next year and get a further glimpse of 
the great things we are going to be selling in the future. Here 
one gets ideas for displaying merchandise, gets product pitches 
right from the men who know the merchandise best. You meet 
friendly dealers from other cities with the same problems you 
have. They are dealers who have learned to live with competi- 
tion and prosper in spite of it. They are quite willing to tell you 
everything. 


That’s why I was in Chicago last week—looking for the gold in 
those golden sixties. 
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“MADE BY ENGINEERS FOR ENGINEERS” 























CORD SETS 


Support your local 
ADEQUATE 
WIRING BUREAU 


Program... 


wh selective all-around line of Blue Chip 
wire products. Expertly engineered and manufactured. 
Presented in modern put-ups. Backed by a national repu- 
tation for Quality .. . and swiftly available from a ware- 
house close to YOU. 


Any distributor or wholesaler who gives it a real TRY 
should acSELLerate his wire business by going CORNISH. 


SOLD ONLY THROUGH ACCREDITED JOBBERS 


Have You Our Latest Catalog? 








CORNISH WIRE CO., inc. 


50 Church Street New York 7, N.Y. 


REPRESENTATIVES 








@ ATLANTA BRIDGEPORT @ CHARLOTTE @ CHICAGO @ CINCINNATI 

CLEVELAND @ DALLAS DENVER @ DETROIT @ KANSAS CITY 
@ LOS ANGELES @ MINNEAPOLIS @ PHILADELPHIA PITTSBURGH 
@ ROCHESTER @ ST. LOUIS @ SAN FRANCISCO @ SEATTLE @ WILLIAMSTOWN 


@ Stock carried 


Producers of Quality Wire Products for Home, Farm and Industry 
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HAMILTON BEACH 


yor lalate Mare\ wae o)eelealerd(elatcmmareawy 


Buy 12 Mixettes, get one FREE 
in baker’s dozen deal 





See the fabulous display of 





Golden Anniversary Appliances— 
in 24 Karat Gold 
Get the money-making details at 





——~ 


HAMILTON = 2 
BEACH ! 
Detachable Control \ Housewares show 
FRY PAN—SAUCE PAN— 
GRIDDLE ...one control for all three 


And selling the seal on 


As seen on NBC-TV 
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celebrates its 50 Anniversary... by offering you 








o (=¥- | For ale Mcy-1(stome10] ¢) ole] a ance, 


7B 


Here’s the great new story in 
vacuum cleaner selling... the 


4 
HAMILTON BEACH Hyatbor! CLEANER 


TURNS HORSEPOWER INTO CLEANING POWER 


A power story women understand! A power story you can sell! 


And here are 2 EXTRA SALES CLINCHERS! 


The ‘‘Hatbox’”’ cleaner The ‘“‘Hatbox”’ cleaner 
plus a $11.95 Bissell 4 plus a beautiful 
Shampoo Master. vinyl leather hassock. 


Visit Booths 157-159- 
161-163 for details. 


e Magazines % Ki AM I L : Oo N 
: ® 
e Newspapers 50th year making appliances 
is so good they’re guaranteed 5 years 


e Displays 


©1960 “HAMILTON BEACH" is a registered trade mark of SCOVILL MANUFACTURING COMPANY-—Racine, Wisconsin and St. Mary's, Ontario, Canada 
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You can raise your 
vacuum cleaner margins! 


Use General Electric’s 6-point 
“Smart Sell’ Program with step-up features, 
step-up margins—to step-up profits! 


WEEK 



















1. For every budget there’s a General Electric cleaner or polisher . . . 
priced with features to give you trade-up opportunities. 


2. Full line of General Electric floor care appliances cover every cus- 
tomer’s floor care need—canister, upright, or polisher-scrubber. 





HIGH MARGIN—$49.95* 
New budget-priced canister for quick turnover Si Biggest consumer advertising program ever— network TV, big 
magazine schedule and newspaper ads. More and more people will be 
continually pre-sold on the General Electric cleaners in your store. 


4. Merchandising opportunities are yours with General Electric’s 
streamers, mailers, premiums and other aids. 


5. Displays and features let you set up a complete floor care center. 


6. Retail promotions in every quarter of the year create sales excitement 
in your store month after month. 





HIGHER MARGIN—$59.95* Put this program to work for you now! 


Swivel-top canister with trade-up features 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Vacuum Cleaner Department, Bridgeport 2, Connecticut 


*Manufacturer’s suggested retail price. 


HIGHEST MARGIN—S$69.95* 


Cord Reel Canister for top profits, top margin 
% 
a 












New extra-light Upright that delivers full Good looking and low priced for quicker De Luxe Model with Splash-Guard plus 


cleaning power. Attachments are avail- sales. Also includes rug cleaning brushes features for trade-up. Includes attach- - 
able for that extra sale. $69.95* and buffing pads. $39.95* ments for every floor care need. $49.95 





CALL YOUR DISTRIBUTOR FOR DETAILS ON GENERAL ELECTRIC'S 6-POINT “SMART SELL" PROGRAM 
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Georgia Power Presents Unique Wiring Program 


Dealers and contractors should score well from the South- 
ern utility’s new plan, which pays up to $200 for meeting 
wiring and appliance requirements 


Suddenly Georgia Power Co. has 
vaulted to the front rank among 
utilities in wiring assistance, with 
a liberal allowance program that 
few can match. 

The big utility, Atlanta-based and 
a merchandiser (some _ 700,000 
power customers; 105 retail stores) 
launched its first wiring program in 
20 years on Jan. 1—one that will 
see it kick an annual $7 million into 
Georgia’s adequate wiring kitty. 
Three million dollars of that will 
go, in tidy bundles of $50 to $200, 
to contractors for new and modern- 
ization services rendered wiring 
customers; the rest, into yearly ex- 
pansion of the company’s distribu- 
tion, transmission and generating 
facilities to meet the _ increased 
power demand the plan will create, 
according to Joseph Browder, gen- 
eral sales manager. 


Happy effect of the program, by 
Georgia Power projection, will be 
to boom new-home saturation fig- 
ures for electric ranges from a cur- 
rent 46% to 64.7%; for electric 
water heaters from 30% to 43.1%; 
and dryers from 6% to 15%. Per- 
centages in existing homes are ex- 
pected to climb from 15.3% to 
36.7% for ranges; 15% to 19.3% for 
water heaters; and 12% to 54.8% 
for dryers. 


The five categories into which 





Admiral to Launch 

al e s 
Saturation Campaign 

Spending $500,000 in nine weeks, 
the Admiral Corp. plans to cover 
every major market in the nation. 
Object: promoting 23-inch Admiral 
TV receivers at the price of 21-inch 
sets. 

Beginning with two pages in the 
Jan. 14 issue of “Life,” the com- 
pany will run single black and 
white pages in “Look” or ‘“‘The Sat- 
urday Evening Post.” 

And two 1610-line national news- 
paper ads have been scheduled Feb. 
1-15 in 81 major markets. A series 
of dealer co-op ads has been pre- 
pared. 

Special mailings 
42,000 Admiral 
sale material 
pared. 


will be made to 
dealers. Point-of- 


also has been pre- 





Mighty Mite 


BUT 
Standard Wi 


may be 


Phonon, 


Industry 


SMALL 

made by 
of Tokyo, 
radio-phonograph. 


POWERFUL 
reless 
world’s smallest 
With lid off, Pho- 
records. With lid on, 
Phonon becomes seven-transistor radio 


The 


non plays 45 rpm 


unit weighs -only 2.8 pounds. 


the program breaks include new 
and existing homes of over and un- 
der 1,000 sq. ft. and electrically 
heated homes. 

Within each category are mini- 
mums of capacity (150 amps for 
new homes above the 1,000-foot 
class, 100 amps for existing homes 
and smaller new ones); and re- 
quirements for installation of range, 
water heater, dryer or electric heat- 
ing equipment which must be met 
in order to qualify for allowances. 





o~- 


fe ig 
Yi 


Winn vt 








a RONSON CFL ELECTRIC SHAVER. 

Rated best of all leading electric shav- 
ers. Laboratory tests certify Ronson 
CFL shaves closest, fastest, with light- 
est touch. Comes in luxurious gold and 
black case. $20.00. 





[225" RONSON HOOD'N’ COMB HAIR DRYER. 
World’s first complete home hairdress- 


ing salon. Exclusive Comb-Dryer at- 
tachment blows warm air right through 
the comb. Hood, comb, hose, dryer...the 


biggest package on the market. $19.95.” 









The money is paid to contractors in 
pre-determined amounts, regardless 
of the actual cost of installations. 
Special provisions have been made 
for apartment houses of all types. 


A unique element of the plan is its 
extension of the utility’s equipment, 
ownership and maintenance respon- 
sibility to include service entrance 
conductors and boxes inside the 
dwellings (but not fuses or circuit 
breakers). 

For Georgia Power, it’s a can’t 
lose proposition: The company won’t 
buy service entrance equipment and 
contribute toward its installation 
unless the customer has signed an 


7 


agreement to install the requisite 
circuits and appliances, thus guar- 
anteeing a load increase. 


The plan is self-supporting since 
only active participants contribute 
toward its implementation. It is 
currently in effect for a three-year 
trial period and will become per- 
manent if it proves out. 


Dealers love it. It costs them noth- 
ing, and, they reason, although a 
big bite of the resultant increase at 
retail is bound to go to the Georgia 
Power stores, independents from 
one end of the state to the other 
can’t help but benefit, too. 


RIGHT THIS 


WAY TO 


RONSON 





{223 RONSON ROTO-SHINE. Shines your 
shoes...electrically. The hottest item of 
the season. A sell-out at Christmas. 
Roto-Shine spreads polish, brushes 
shoes, buffs to mirror shine. Complete 
kit in imported hardwood utility box 
$23.50*. In standard package, $19.95. 


ONSON 





SREATEST LIGHTERS 
ANCES 





MAKER OF THE WORLD'S 
SHAVERS AND ELECTRICAL APPI 


OTH C-521 
NA 











VY PIER 





(2 LADY RONSON SUPERBE. Only 
lady’s shaver 
ting actions—one for legs, one for under- 
arms. Shaves smoothe 
nicks or scrapes. 


with two separate cut- 


r, closer...with no 
Comes in glamorous, 
rich, velvet gift case with mirror. $16.50. 





2 RONSON VARAFLAME LIGHTERS. 
See the exciting line of new butane gas 
table lighters. A single fueling lasts for 
over a year. Fingertip control lets you 
adjust flame to desired height. Avail- 
able in a variety of attractive styles. 









See it at the National Housewares Exhibit - 
Chicago a January 11-17 sooth 1237, prILL HALL 





AND DURING LOS ANGELES MARKET WEEK, JANUARY 17-22, 
SPACE 567,LOS ANGELES, HOME FURNISHINGS MART 


ae 


It’s the smash-hit sales maker in the new Wright line of portable evaporative The line includes 
coolers. The Activated Charcoal Air Purifier removes odors, smog, pollen and 
other disagreeable irritants from the air as it cools or ventilates. And only 
Wright has it! 


Imaginative, sales-minded engineering, sound manufacturing and economical Retail prices start 
operation make Wright the outstanding portable cooler line again in 1960. at $34.95 


Write today for ‘ : : Huis West Thomas Road, 
full information. (\W) VVR 1 CG FACT Manufacturing C as Dos 100d? Phoasls, Avlesan 


Makers of the world’s finest quality air coolers and refrigerated air conditioning 


five models. 


REPRESENTATIVES: ATLANTA, Guy T. Gunter, Jr. e CHARLOTTE, Jim Turner @ CHICAGO, Tilkin-Cagen e CINCINNATI, Fred Eden e CLEVELAND, 
Jack Naumann e DALLAS, Roger Ringley e DECATUR, GA., Garth Stine @e DETROIT, Ed East e FRESNO, Jim Allan @ INDIANAPOLIS, Jack Heiken 
e LANSING, MICH., Vern Chumbley e LOS ANGELES, Tom Prenovost e MINNEAPOLIS, Seymour Robinson e NEW YORK CITY, Bernie Leinoff e PHIL- 
ADELPHIA, Maguire-Flynn @ PITTSBURGH, Dave Levy e PITTSFORD, N.Y., Stan Hory e PROVIDENCE, Bill Payton e ROCHESTER, Dick Zeusler @ ST. 
LOUIS, Meyer & Nackman e ST, PETERSBURG, Tom Russell e VARIETY CHAINS, John Morrison Co., New York e WICHITA, Andy Bryant e WILLIAMS- 
VILLE, N.Y., Tom Hory 







Showing in Los Angeles Home Furnishings Mart Space 567 
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What this new symbol 
of Landers, Frary & Clark 
means to you... 


“,.. our solemn pledge to bring 
quality products at fair prices.” 


The new corporate symbol, “LFC”, used with the individual trademarks 
of the various companies, identifies each as a member of the family of 
Landers, Frary & Clark. It will appear on every product we make and in 
all of our advertising as a proud mark of quality. To you as distributors 
and retailers, it will mean expanded manufacturing facilities, a constant 
parade of new products and a more rigid quality control. To the millions 
of people who are your customers, it will mean a standard of excellence 
unsurpassed at any price and a constant reminder of Landers, Frary & 






Clark’s great family of quality products. 
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for the first time 
a new |0-cup 


(Wonate, for only 


Limited Quantity Special! Now for the first time you 
can offer a 10-cup, chrome-on-copper Universal Coffeematic at the 
price of an eight! Never before has such a quality coffeemaker 
been available at such a value! Precision-made to the exacting 
Coffeematic standards with the famous Flavor-Selector, it’s the best 
buy of 1960. The supply of this model is limited, so get your order 
in now while they last. It’s a sure way to boost your Spring sales of 
America’s fastest selling coffeemaker. 


TRORGER 


UNIVERSAL COFFEEMATC 
a : 


6Q_LIKE °60 wi 


HDERS, FRARY & CLARK 
EVER-BRIGHT, LTD., TOR 
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gives you a new 
immersible 


Get every coffeemaker sale by filling out your Coffeematic line 
with this new Universal immersible. Deluxe chrome-on-solid 
copper construction for long lasting beauty... hermetically sealed- 
in heating unit is absolutely waterproof. With all the famous cof- 
feemaking excellence that has made Coffeematic tops in sales year 
after year, this new model offers an even bigger sales opportunity. 
Stock up now before big national ads appear! a 


CHROME-ON-COPPER - SEALED-IN UNIT - HEAT SENTINEL - SPEED PERKING 


Ts wn = a 
=~ =, Sas =< “ ~ : ie ll 


e 
- 


~ 
# eae tm 


“ 4 5 giles, 0 
i si ‘ * : eis! 


‘ae 


¢ 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
EVER-BRIGHT, LTD., TORONTO, CANADA 
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gives you the 
hottest item in 


[enwversar] housewares today! 


Any shaped can, round, square or oval is opened quickly and easily 


by Universal’s new Electric Can Opener. Just push the button— UN IVE RSAL 
it punctures and opens the can, holds the lid and shuts itself off! 
Look at its clean, modern design, its firm base and deluxe automatic 


action. Compare it with others at any price and you'll see why ELE( : | RIC 
Universal retailers are hitching their profit $27 Os 
wagon to this new sales star! a CAN OPEN Fi 














OPENS CANS THAT OTHERS CAN’T - COMPLETELY AUTOMATIC! 
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GO LIKE °60 with UNIVERSAL! 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
EVER-BRIGHT, LTD., TORONTO, CANADA 
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gives you a new 
Scat’ Quality steam tron 
funiversaty at a low low price! 


New features, new styling, and low low price make this 1960 
Universal Steam ’n Dry Iron a standout. The handy temperature 
dial is easy to see, easy to reach on the handle top. Large capacity 
tank and scientific control give extra-long steaming period. New 
super-sensitive thermostat makes it safe for any fabric. Switches * 





instantly from steam to dry ironing. Stock up and profit from this 
truly competitive iron for 1960! 


e NEW DESIGN ¢ NEW PLUS FEATURES e NEW IRONING EXCELLENCE 


Mah 


CENTERED CORD FOR 
RIGHT OR LEFT HAND IRONING 


NEW! 


TOP-MOUNTED CONTROLS 
EASY TO SEE—EASY TO USE 


GO LIKE °60 with UNIVERSAL! 
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gives you 2 new 


== quality toasters 
femversar) at a low low price! 


New, strikingly modern styling in black, gold and chrome with 
Universal’s famous color-controlled toasting make these two new 
models a must in your appliance plans for °60. Quiet action, accu- 
rate control, extra-high-rise racks and wide toast wells are only a 
few of the quality features of these two new beauties. Nationally 
advertised in Universal’s big °60 promotion, you can’t afford not e 








to stock them. Get your order in now. 
4 SLICE MODEL $24.95 


eCOLOR-CONTROLLED TOASTING - HIGH-RISE RACKS - HINGED CRUMB TRAY 
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By 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
EVER-BRIGHT, LTD., TORONTO, CANADA 
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gives you 


- <@ the hand mixer 
funversaty that never quits! 


Most powerful mixer on the market! Won’ stall 
with even the heaviest batters! That’s the feature customers want 
and why Universal’s new hand mixer is getting a big play from 
retailers who like fast turnover. Here’s built-in value everyone can 
see at a price that makes it the best mixer buy on the market today! 
And be sure you get every mixer sale by stocking Universal’s com- & 


plete line including the new chrome Mixablend and the heavy duty 
table mixer. They’re plus-featured for easy sales! 


¢ 3 SPEEDS « LIGHTWEIGHT * BEATER EJECTOR * 4 COLORS « NYLON GEARS 


UNIVERSAL TABLE MIXER ™ : | 
in White ———— EVER-BRIGHJ, LTD., TORONTO, CANADA 
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| | 2 
* 
Now, more than ever it will pay distributors and dealers to stock 
Universal’s complete line. Every appliance in this full list combines 


up-to-the-minute design with plus-features to make it sell against 
any competition. LFC’s new rigid quality control will make each 
of these products a top value and expanded national promotions 


La 
will build up even greater consumer demand for this great family 
of fine appliances. Make the 60’s your boom years, too . . . stock 
the complete quality line . . . Universal. 
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If you want month to month volume in 1960 


Heres How To Plan A 
YEAR-LONG 


Promotion Calendar 


@ You can lay the ground rules for at least 75% 
of the coming year’s profit producing campaigns and 
promotions right now. 

You can, that is, if you use a “promotion calendar”’ 
like this one developed by Keith Anderson of Sacra- 
mento, Calif. Using it he has progressed from a vol- 
ume of $1,200 during the few months of his first year 
in the appliance-TV business, 1947, to a volume that 
will exceed $2,500,000 when the 1959 books for his 
Handy Andy Store are audited. Behind the promo- 
tion-planning strategy of 35-year-old Anderson are 
four theorems that should encourage your considera- 
tion of such year-ahead planning: 


@® Good Promotions Never Die—they just wait until 
you repeat them or modify them to produce more 
profits the next year. 


@® Volume Must Be Planned—you can’t obligate 
yourself to the tremendous overhead of a promotional 
operation without long-range plans. 

® Planning Doesn’t Prevent Ad-Libbing—having a 
12-mo. promotion calendar doesn’t keep the dealer 
from slipping in the promotions needed to handle 
sudden buys, or cooperating with his distributor in 
line promotion, or from adjusting his pitch to meet 
changes in the market picture. 

@ Scheduled Promotions Make Buying More Profit- 
able—the dealer can consider, or look for, good buys 
of merchandise if he has advance knowledge of how 
he will move the lot, how long it will take, and what 
markup he can expect. 


Here’s how Keith Anderson applies these four rules 
to a basic yearly promotion schedule: 
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JANUARY Sweet, Sweetened Clearance 


@ Long experience keeps Keith 
Anderson from feeling that he can 
start any. new year off with a pro- 
motional shot to be heard around 
San Joaquin Valley. It’s just not 
that kind of month. But it can be a 
profitable month for the dealer who 
realizes that although his prospects 
have been taken through the holi- 
day wringer they are still interested 
in buying if they can get the mer- 
chandise cheap enough to soothe 
their poverty stricken consciences. 

Underway this month at the Han- 
dy Andy Store is the annual ‘“‘Clean 
Sweep Sale” which sometimes he 
headlines as “Handy Andy’s New 






Handy Andy's 
New Year 


Year Best Buys.” This sale features 
the merchandise that was left from 
the November and December pro- 
motions, and is designed to hit the 
prospects who were too busy to re- 
act to the store’s one week “End-O- 
Year Sale.” 

When Anderson sweeps clean, his 
broom has wide bristles. The sale 
that he advertises might not only 
clean his inventory, it might clean it 
out. So Anderson works in Novem- 
ber and December lining up ad- 
vantageous purchases of appliances, 
TV and hi-fi that can fill out his 
stock and still be offered at clear- 
ance prices profitably. 


OPEN EVES. ’TIL 9—SUN. 1 TO 5 P.M. 


Best Buys 


IF IT ISN'T FROM HANDY ANDY'S 
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HANDY ANDY’S 
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FEBRUARY A Bad Tax Makes Good Business 









@ Tax-A-Thon Ez 


| If't’s Not From Handy Andy’s— 


OPEN DAILY » 10 9, SATURDAY 9 TO 6, SUNDAY 1 TO 5 
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You Paid Too Much! 














@® Most of Handy Andy’s February 
advertising is designed to: 

e Avoid paying through the nose 
to the state of California any more 
than necessary on the annual tax 
on business inventories that comes 
due early in March. 

e@ Build volume for the special buys 
so readily available to a volume 
dealer in late January, early Feb- 
ruary. 

To accomplish the first objective, 
Anderson features his ‘“Tax-A- 
Thon.” “Handy Andy must sell 
$100,000 worth of merchandise be- 
fore (first Monday in March). Get 
our tax discount prices before buy- 


ing anywhere. No codes, no secret 
prices. Our tax discount prices are 
for everybody .. .” Then he lists 
special prices by product and brand 
with prices averaging one-third off 
list. 

Last year Anderson bought a car- 
load of merchandise for February 
delivery, advertised that he could 
not afford to have it in stock when 
the tax was due, showed maps giv- 
ing the progress of the car from 
the factory, showed samples at the 
store, took orders, offered special 
prices for delivery from the dock on 
arrival of the car—and sold more 
than 50 double-door refrigerators. 


MARCH His Own Trainload, with G-E’s Help 








Handy Andy's 


j ° Bargain Train 


Treisioad all TV's, refrigerators, renges, washers, dryers, cir 
nage te Sey & 


and freezers. 




























@® What do you do when all five 
G-E dealers in your market feature 
the annual Trainload Sale with the 
same prices? Keith Anderson has 


















found three answers for his store: 

e He relies on his spokesman, the 

Handy Andy Character, to engineer 
Continued on page 32 
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General Electric will start 


your most $$$$$$$ 


New Year with a 


BANG/ 


THE GOLDEN VALUE LINE OF THE 60’s— 
The biggest promotion in major appliance television receiver 
history will explode across the country next month. It’ll do 
more. It’ll sell more. 





THE GREATEST TV SPECTACULAR EVER— 

The Fabulous Fifties—a star-filled television panorama of 
the highlights of the past ten years. A two hour spectacu- 
lar on CBS, Sunday, January 31 at 7:30 PM., E.S. T. 





THE GREATEST AD EVER IN LIFE— 
nine pages beginning with a 3-page cover gatefold. 


THE MOST EFFECTIVE LOCAL PROGRAM EVER— 
factory advertising, distributor advertising and a complete 
program for you of displays, ads, promotion material. 





it’s the Golden Premiere of a year-long drive that will com- 
bine product advertising with quarterly promotions — each as 
effective as this opener. Call your Sales Counsellor, right now! 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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the train, creating “Handy Andy’s 
G-E Bargain Train.” 

@e To make Handy Andy’s prices 
“possibly” the lowest in the area, 
Anderson doesn’t print the special 
G-E prices in his advertising. On 
the two-color, full page copy he 
states in red “Our Prices Are Too 
Hot to Print.” Prospects have no 
chance to compare Handy Andy’s 
prices with others. 

@ While Anderson shared fully with 
GEA and the other dealers in the 


area-wide Bargain Train promotion, 
he went out on his own, not only 
with the newspaper advertising 
mentioned above, but with a very 
successful use of television. He had 
his own spots filmed. Scene one 
showed a long freight roaring past 
a crossing. Number two pictured a 
freight train with a large banner, 
“Here’s Handy Andy’s Trainload of 
Bargains.” The final scene showed 
G-E appliances on the warehouse 
floor with price tags. 


APRIL White Elephants Make Green Money 











We find handise left from 
wide PRICE REDUCTIONS have been yy ma eich sae! suelo! DON'T + SLAY IT! 
Remember . . . if it's no? from Handy Andy's — YOU PAID TOO MUCH! 














Feeling that the G-E Bargain 
Train promotion shouldn’t die “the 
day the train leaves,’’ Anderson 
created a successful clearance of 
“merchandise left over from our 
huge March Trainload Sale.” Orig- 
inally he called it the “April Clean 
Up Sale” but last year he hit on the 
natural—‘‘Handy Andy’s Annual 
White Elephant Sale.” Using half- 
page advertising, with the elephant 


MAY 72 Hours in a Tent 













doliars while our stock ls complete on woshers, dryers, 


—_ 


Handy Andy’s s Annual 4 Day 


-, ARLOADS of merchandise hove deen purchered in anticipation of 
P shee! shortages just for this huge money saving event. NOW |i your chance te seve extre 


retrigeretors, ranges, freerers, dith- 
washers, television, stereo, hi-fi, ete. IF ITS NOT FROM HANDY ANDY'S—you poid toe much! 


- — 


white against a color background 
panel, Anderson kept business flow- 
ing after the trainload sale period. 

However, he feels that the white 
elephant idea is not sufficient to 
carry the month. In 1960, while he 
may continue that sale as a quick 
follow-up to the trainload promo- 
tion, he will start a major, month- 
long promotion more suited for the 
spring season. 


















$50,000 worth of major appli- 
ance and TV business in 72 hours. 
That’s the best three-day record set 
during the five years that Keith 
Anderson has been putting on his 


annual May ‘“Sale-A-Thon.” Last 
May, Anderson’s salesmen moved 
226 major pieces during the three 
days and nights. The store starts 
receiving phone calls in early spring 
asking when the ‘“Sale-A-Thon”’ is 
planned for this year. This is how 
Anderson makes it a progressively 
profitable event: 

e Two circus tents are set up on a 
lot adjacent to Handy Andy’s. Each 
is filled with merchandise. Sales 
are made in the tents, but there is 
a connection between the tents and 
the store so that salesmen may take 
prospects to the higher-end mer- 
chandise on the sales floor. 

e@ Special purchases, arranged well 
in advance, get Handy Andy’s 
tents full of merchandise that can 
be advertised and sold at very low 
prices and still give Anderson his 
full markup. 

e Advertising of Handy Andy’s 
“Sale-A-Thon” offers “no money 
down—no payment until July.” 
The full pages use a drawing of a 
tent to convey the bargain spirit 





and atmosphere of the marathon. 
e Promotion of the “Sale-A-Thon” 
includes radio spots on a saturation 
schedule. Biggest use of the spots 
is to announce specials good at only 
certain hours. This is most effec- 
tive at night. Many families park 
outside Handy Andy’s listening on 
their car radio for these specials. 
e To increase traffic, special non- 
appliance items are featured. Ex- 
amples have been redwood patio 
tables, lawn chairs—all at the low- 
est prices permissible (California 
law requires a minimum markup 
above cost). 

e Follow-up keeps sales rolling 
long after the tents have been 
folded. During the week following 
the marathon, Anderson advertises 
with a “Thank You” sale featuring 
“merchandise damaged, scratched 
or used for demonstration during 
the giant ‘Sale-A-Thon.’” The 
copy lists the items with prices. 
Business during this week contin- 
ues at a pace only a few points be- 
low the level of the marathon pe- 
riod—with much of the sales in 
higher-end models which prospects 
may have seen during the sale but 
waited for a more calm period to 
purchase. 
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HERE’S HOW TO PLAN A YEAR-LONG PROMOTION corso sou roe 


JUNE It’s Roundup Time for Profits 


® Featuring the “Wildest Trades 
Ever,” the store promotes “Trade 
In Roundup Days,” with news- 
paper advertising showing photos 
of each of the store’s salesmen 
dressed in western garb and chris- 
tened with an appropriate cowboy 
nickname. The store, too, is dec- 
orated to carry out the western 
theme. Two reasons are given for 
putting on this trade in roundup: 
e It provides a change of pace 
promotion that keeps up the tempo 
for this promotional dealer, keep- 
ing the public alerted to “some- 
thing going on at Handy Andy’s,” 


yet with a theme quite different 
than those for the preceding 
months. 

e Surprisingly—at least to some 
dealers—Anderson really wants the 
used appliances that customers will 
offer him during the trading round- 
up. In particular, used refrigerators 
are what he needs. Reconditioned 
and resold during the big season of 
July and August, Anderson will 
make a profit equal or better than 
that on new refrigeration. But even 
with the roundup, Handy Andy’s 
will not get enough good used re- 
frigerators to meet the demand. 


JULY Firecrackers for Santa Claus 


Every year for the past five, it 
has been “Christmas in July” for 
Handy Andy. Each year the promo- 
tion has increased in effectiveness. 
There has been no evidence of the 
resentment the public has expressed 
in some communities—an angle that 
should be checked by any dealer 
considering the idea. 

For the full month, Anderson uses 
his Handy Andy Character with a 
beard obviously hooked over the 








Handy Andy Is Really Paying Santa Claus 


Look At These Lo-Lo Prices—Get Our Hi-Hi Trade-in Allowances 
PLUS NO PAYMENT UNTIL OCTOBER! 


ears, colored holly borders and other 
Christmas season decorations in his 
steady program of newspaper ad- 
vertising. 

All are tied to his major slogan: 
“Handy Andy is Really Playing 
Santa Claus!” 

For this promotion, and several 
other major events, Anderson uses 
special tags on each piece of mer- 
chandise to identify the article with 
the savings which he has proclaimed. 















AUGUST Time to Recoup, and Regroup 





Get the Faets ' 
KRetore You Buy! 
= ANDY 






























There are several reasons why 
Anderson considers that no major 
promotion is the best promotion for 
August: 

e “There has to be a time for the 
staff and the management to recoup 
from the strenuous effort put into 
the promoting and selling of the 
past few months. August is an ideal 
time. It is a good time for store va- 
cations— it is already a period when 
a big percentage of prospects are 
either on vacation, or broke from 
just having traveled.” 

e “August is a time to regroup your 
prospects and old customers, to get 
them back if they have strayed, or 
to reemphasize to those who have 
been buying, through a campaign 
that states the fundamentals, the 
foundation on which your business 
is built and to point out the real 
reasons why they are smart to take 
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full advantage of your low prices. 

Handy Andy’s builds a “dealer 
image” to back up its promo- 
tions. During August, the store’s 
advertising repeats and repeats the 
story of “Handy Andy’s Blue Rib- 





bon Service,” pointing out that “it 
is handled by experts,” that it is 
“fast and efficient,” that it is the 
service department of a franchised 
dealer that “assures you of parts 
warranty at no extra cost.” 


SEPTEMBER Old & New—All Business 


@® In September, Anderson injects 
the feeling of ‘‘end of summer” and 
“beginning of fall,’ using the 
theme, “Out with the Old, In with 
the New.” 

Use of the “old and new” promo- 
tion in September is considered 
more effective than it would be at 
any other time of the year. Regard- 
less of the whooping and cheering 
on January first, the new year be- 
gins for most families when the kids 
go back to school and vacations are 
over. Families begin to think of 
their home once again, begin to ap- 
praise their furniture for its suita- 
bility for the winter ahead, look at 
their appliances to consider how 
well they will stand up, or if the 
family can stand them another year. 


OCTOBER Come to My Party, 


Every year, there’s a big deal 
for customers as well as for Ander- 
son and his staff when the store 
celebrates “Handy Andy’s Birthday 
Party” in October. Three months 
ago the store was 13 years old. 

At Handy Andy’s these activities 
highlight the birthday celebration 
and the month’s program: 

e Advertising introduced by the 
Handy Andy Character pictured 
jumping out of a birthday cake fea- 
tures headlines offering “Handy 
Andy’s Birthday Bargains.” 

e@ Special prices on merchandise 
which Anderson has bought with 
the birthday sale in mind. Each of 
Anderson’s suppliers make special 
effort to provide merchandise for 
birthday specials. 

e A special event on the Saturday 
closest to the actual date of the 








FREE 


BOX OF 


Washington State Delicious 








“Let’s Talk Turkey!” says 
Handy Andy early in November. 
Appropriate decorations are used 
around the store and in the adver- 
tising layout. The atmosphere is in 
































Bring Money 


birthday of the store is offered. Spe- 
cial advertising on seven columns 
states “YOU are invited to Handy 
Andy’s Birthday Party, 9 AM to 
5:30 PM—FREE cake, FREE coffee, 
FREE gifts.” 

e A program of advertising which 
borrows the attention of the birth- 
day party promotion, but which is 
unconnected with the copy. Some of 
this is regular co-op advertising on 
the new lines being offered. The 
heaviest is a_ three-times-weekly 
schedule for Magnavox as Anderson 
goes after fall TV and hi-fi business. 
e Then to close the month, when 
the birthday celebration is losing 
the interest of host and guests, An- 
derson slips in heavy institutional 
copy to bridge the gap before the 
November and December promo- 
tions. 


Handy Andy’s 13th 


THDAY 
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Handy Andy’s A./d., G/: TO YOU! 





keeping with the coming of the 
Thanksgiving period, and the ob- 
vious interpretation of the headline 
indicates that the salesmen at Handy 
Andy’s are anxious to move mer- 











chandise and that they are willing 
to start at the offered prices and 
negotiate. To further this impres- 
sion, Anderson uses check marks 
beside several items in each adver- 
tisement, indicating that some fancy 
turkey talk will lower the listed 
prices. 

While the “Let’s Talk Turkey!” 
campaign has value, it has short life. 
Because the public, with the help of 
merchandisers, starts thinking of 
Christmas at least a week before 
Thanksgiving, the promotion can’t 
be expected to serve for a month. 
A variation, however, often can ex- 
tend its life. In the past, Ander- 
son followed his taiking turkey with 
the giving of turkeys—offering one 
with each major purchase. In 1959, 
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however, he discontinued this offer 
“because everyone is giving tur- 
keys,’”’ and substituted: 

e “You are the Apple of Our Eye— 
it’s apple time at Handy Andy’s” 
the Handy Andy Character pro- 
claimed on a blackboard headline in 
mid-November. Instead of the tur- 
keys of the past, “. .. Handy Andy’s 
gift to you with your purchase (over 
$50) will be a large box of extra 
fancy Washington State Red De- 
licious Apples—just in time for 
Thanksgiving and the _ holidays.” 
Using red in his advertising enabled 
Anderson to show practically actual 
size apples as a very effective stop- 
per. By the 10th of December, An- 
derson had disposed of more than 
400 boxes of apples. 


DECEMBER Many Promotions in Santa’s Bag 





| OPEN EVENINGS ’TIL 9--SUNDAYS 1 TO 5 P.M. | 








Gilt, by the carload, for the whole 
MAS SALE while we have « complete 


. CHRISTMAS BARGAINS 
BY THE CARLOAD 


if it isn’t from Handy Andy’s 
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OPEN EVES TIL 9—SUN. 1 TO 5 P.M. 












HANDY ANDY’S 


IF IT ISN'T FROM HANDY ANDY'S 
—You Paid Too Much! 








In spite of the killing Keith An- 
derson makes in July with his 100- 
deg. Santa, he hasn’t shot his bolt 
on Christmas promotion ideas. 

e Beginning the weekend after 
Thanksgiving, Anderson breaks 
with “Handy Andy’s Christmas Ex- 
press” theme featuring “Christmas 
Bargains by the Carload.” His car- 
tooned Handy Andy, in Santa attire, 
waves to prospects from the cab of 
a toy train heading to Sacramento. 
“Trainloads” of merchandise im- 
press the public with the selection 
it will find at Handy Andy’s and 
further the impression of low 
prices. 

e Anderson puts urgency into his 
early December advertising, hoping 
to get results while the public still 
has the bulk of its Christmas mon- 















Open Daily 9 to 9—Sunday 1 to 5 





ey. In his first advertisements he 
states: “Lay away now during our 
BIG CHRISTMAS SALE while we 
have a complete stock to choose 
from.” 

e To close the Christmas season 
and the year, with a_ profitable 
bang, Anderson breaks on Dec. 26th 
with a “quickie.” This is a type 
only advertisement listing various 
items under product headings such 
as ranges, air conditioners, refrig- 
erators, washers and hi-fi. This sale 
keeps the store busy serving the 
bargain hunters and those sus- 
picious of pre-Christmas prices of 
anything, and carries everyone over 
until it is time after New Year’s to 
start the year’s promotional pro- 


gram all over again with Handy 
Andy’s “Clean Sweep Sale.” 
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ALL-USA 
LEADER 
MODEL 4P14 







4 transistors, 9-volt battery 
pack and 3” speaker bring in 






signals loud and clear. Stun- 






ning styrene case fits neatly in 






the hand, stands up beauti- 
fully to years of rugged use. 
Earphone jack for private 
listening. 






















Available soon— 


Att-USA moDEL 5P16 ALL-USA mobeE- 7P12 
Powerful 5-transistor chassis with 2%” round Heavy-duty 3%” speaker and powerful 7-transistor chassis. Direct- 
speaker. Gives top performance, even in “out drive tuning. White with Ebony or ae oise in high-impact, | 
of the way” areas. Sensitive ferrite rod hand-size styrene case. $44.95." Five transistor Model 5P11 in 
antenna, front direct-drive tuning. $29.95. two-tone styling. $39.95.* Model 5P10 in poe ial white. $34.95." 
*Manufacturer’s suggested list price 





VLVANIA | 


Subsidiary of 
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‘Sixty Sizzler 


Housewares Greates 


Monthly Promotions—Priced Right! 


Perk up store traffic—boost sales with merchandise priced right to meet and 
beat all competition ...and more important—with profits, too! 


AUS -a unique new Mother’s Day promotion, too! 
AUS —new appliances! New merchandising helps! Everything you 
need to start 1960 as your greatest Dormeyer year ever! 





a 


New New ~S 


Hand Mixer Steam-and-Dry 


-aotue JANUARY 


Opening gun in Dormeyer's “Priced Right” cam- 
paign is the Deluxe Electric Skillet, complete with 
cover and probe all in one package, with a fabu- 
lously low price tag! During January only! Meets 
and beats competition . . . and with profits, too! 


PRICED RIGHT 


FEBRUARY 


Introducing the sensational new Continental 3- 
speed Portable Mixer. Engineered for quality .. . 
for power . . . for service, at rock bottom retail 
pricing. Meets and beats competition . . . and with 
profits, too! 


PRICED RIGHT 


Iron 


MARCH 


America’s newest and most sensational Steam 
and Dry Iron with the new Roto-Cord, a 
Dormeyer exclusive. Meets and beats compe- 
tition . . . and with profits, too! 


PRICED RIGHT 











New Toaster 


Crisp in design . . . smart in styling . . . timed 
for Mother's Day sales . . . priced to sell on sight. 


Meets and beats competition... and with 
profits, too! 


PRICED RIGHT 





New Spoutless 
Coffee-Well 


MAY 


Judged considerably easier to clean . . . styled 
for today’s moderns. An outstanding Coffee- 
maker buy. Meets and beats competition .. . 
and with profits, too! 


PRICED RIGHT 








BE SURE TO VISIT US DURING THE 


DORMEYER MERCHANDISING 
DEPARTMENT FOR THE ASKING 














For display—for demonstration. More than a dis- 
play, this beautiful, illuminated store fixture has 
three open shelves, big storage cabinet, outlet for 
easy, on-the-spot demonstrations. 


HOUSEWARES SHOW 
AT BOOTHS 291-297, NAVY PIER 


America’s most complete line of Household Appliances, Power Tools and 
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by Mormeyer 


Promotion Package 


“Mother's Day Extra Dividend’ 
Promotion 
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FREE CONSUMER OFFER 
with any 
Dormeyer 
mixer or blender 


The Mixer, Hand Mixerand Blender Cookbook 


Actually three cookbooks in one! No other cook- 
book like it! Hundreds of exciting new recipes! 
Over 250 pages! 


9 : ™ “ai COOKBOOKS IN ONE 
“Mother's Day Extra Dividend” Promotion includes: 


Get Free 295 


with the purchase of any 


Dormeyer 


we a 


Free! Full-color window banner! 





























Illustrated full-color, 4-page mailers available free 


in merchandising program. AND THERE'S LOTS MORE! see 


aailekiaaiandiatit Call your Dormeyer Franchised Distributor or 
ask your Dormeyer representative about other 
fabulous merchandising plans. 












/ 
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Free ar 
Consumer Offer |! 
Toast and Food Cover. Keeps toast, rolls, 
eggs piping hot. With purchase of either 


Electric Skillet, Spoutless Coffee-Well, Edge- 
Well or Grill-Well. 


Dormeyer products available for world-wide distribution 
through our Export Department, 431 S. Dearborn Street, 
Chicago, Ill. Distributed in Canada by Fox Agency, 
Port Credit, Ontario, Canada. 


sormeyer 


KINGSBURY AND HURON STS., CHICAGO 11, ILL. 















new line of Garden Tools 





The market is ripe for a humidifier boom. 
Here’s why: 

e Air conditioning and dehumidifier advertis- 
ing has made people conscious of air and the 
things they can do to it. 

e Humidification is the cheapest thing they 
can do. 

e Winter is the time to do it. 

e The field has hardly been touched. 

That’s the picture. A little too rosy? Not as 
far as it goes. But there’s more: The market’s 
there all right—but it’s going to take some 
work to get at it. Dealers are going to have 
to learn how to sell humidifiers, and it won’t 
be like anything they’ve done before. Why? 
Because selling humidifiers is selling the idea 
of putting moisture in the air, not selling a 
feature, design or gimmick. 

Let’s take an example to make the point 
clear. When a dealer talks, say, refrigerators, 
he talks box size, freezer with a separate door 
or not, pastel outsides or insides, foot or elbow 
openers, shelves in the door and so forth. He 
doesn’t tell prospects they need the box to keep 
food cool—to keep it from spoiling. He doesn’t 
have to. That’s taken for granted. 

But when he talks humidifiers, he’s on dif- 
ferent ground. His first job is to sell the pros- 
pect on humidification. Then, he has to de- 
cide which type of humidifier will best suit the 
prospect’s home. Then, convince the prospect 
his decision’s the right one. 

Sound like a lot of work? It doesn’t have to 
be. The things dealers have to know about 
humidifiers break down into a neat series of 
questions and answers. A quick run through 
them will do the trick. 


What is humidification? 

Very simply, putting moisture into the air. 
3ut that’s a little too simple for the dealer’s 
purposes. As he’ll be using it, humidification 
is putting and keeping enough moisture in the 
air to counter-balance the dry, heated air in 
homes during the winter. 

Most people are surprised to find that in the 
winter their homes are drier than the Sahara 
Desert. The explanation makes sense, though 
Air is like a sponge holding moisture. Cold air 
is a small sponge; it holds only a little moisture. 
Warm air is a large sponge; it holds a lot more. 

During the winter, a small amount of mois- 





ELECTRICAL MERCHANDISING WEEK 


So far dealers have cashed in 






on air conditioners to cool it... 
dehumidifiers to dry it... 
purifiers to clean it... 


and nw What About 


Humidifiers ? 


By FREDDA SULLIVAN 


ture outdoors will give, say, 60% relative hu- 
midity. (That is, the cold air is holding 60% 
as much moisture as it can take.) If the same 
amount of moisture is brought into a heated 
home, it will give only 12% relative humidity 
—a decrease of 48 percentage points. 


What’s wrong with dry air? 

Basically three things: It’s unhealthy. It 

cracks and crumbles furniture, rugs and cur- 
tains. It’s uncomfortable. Here’s why: 
e Health. There’s a layer of mucus in the nose 
which passes down into the throat every 10 or 
20 minutes. It carries bacteria, dust, dirt and 
other foreign matter with it so that these things 
can eventually pass out of the body. The whole 
process is a constant house cleaning which 
keeps bacteria from nesting in the nasal pas- 
sages where they might cause disease. 


Dry air breaks the process down. During. 


the winter heating season, the moist nasal linings 
dry out. They get sticky and don’t work prop- 
erly. So, bacteria stay in the nose where they 
incubate and blossom into infections. Result: 
sniffles, colds, upper respiratory infections and 
whatever else you want to call winter nose- 
and-throat troubles. 

There’s a danger of overplaying this health 
angle as a selling point, though. No one has 
ever rightly claimed that humidifiers will cure 
colds, sniffles, hay fever, and so forth. The 
most advertisers can legitimately say is “If 
your nose and throat troubles are normally ag- 
gravated in the winter, humidification could 
reduce them.” 

Another point: Humidification isn’t neces- 
sarily important for treatment—just preven- 
tion. It’s true some doctors recommend certain 
humidifiers—those which give off a fine mist, 
notably—for treatment of croup. But those are 
isolated cases, and you can’t generalize from 
them. The safest selling path is to point out 
two simple facts: (1) Dry air is often a danger 
to health, and (2) Humidifiers can moisturize 
it. It’s best to leave fantastic healing claims to 
the drummer and his patent medicines 
e Furnishings. When the winter heating season 
rolls around, dry air pulls the moisture it’s 
seeking from house furnishings. That’s why 
wintertime brings cracked book bindings, peel- 
ing veneer, loose joints in wooden pieces, out- 
of-tune pianos and organs, brittle, crumbling 


fibers in rugs and curtains. If the air is humidi- 
fied, it won’t suck moisture from furnishings; 
and homemakers will find their wooden pieces, 
curtains and rugs lasting longer, looking nicer. 
e Comfort. Some humidifier manufacturers play 
up this angle strong; others say it’s not so im- 
portant. But it makes a good talking point. 
People may not own a piano which gets out of 
tune, or they may not realize how much dry 
air damages curtain fibers or rugs, but every- 
one has had a dry, tickly nose in the winter. 
Or itchy, chapped, scaly skin. Or brittle hair 
full of electricity. And everyone has got a 
shock after shuffling across the rug and touch- 
ing something metallic. Dry air causes all of 
these discomforts. And humidification can re- 
lieve them. 


What kinds of units are there? 

Three, if you classify them by principles of 
operation. Of course, we’re talking about do- 
mestic, room humidifiers; they’re the only ones 
that can rightly be called appliances. There’s 
a very large commercial humidifier market, 
but those sales are usually handled direct from 
the manufacturer or through a heating and 
ventilating contractor. 

(But before he tackles the three types of 
units, the dealer has to know how moisture 
travels—where it will and won’t go. Very 
simply, moisture vapor spreads from room to 
room—wherever it can find dry air. It’s dif- 
ferent from heat, which must be forced to move 
around. In other words, it’s possible to heat 
just a corner of a room, since heat will stay 
in one small area; but it’s impossible to humidi- 
fy a corner—or even one room. The moisture 
will escape the minute a door is opened. So, 
humidifier customers will have to think in 
terms of enough moisture for their entire 
houses. Walton Laboratories, Inc., one of the 
biggest in the business, suggests two gallons of 
water per room per day to keep the relative 
humidity between 35% and 40%—the level 
most doctors recommend.) 

That brings us around to a big question for 
dealers: Which type or model will properly 
humidify my customer’s home. Why? Because 
a humidifier which puts too little moisture into 
the air—say, two gallons per day in a six-room 
house—will have almost no effect at all. The 
customer might as well have saved his money 
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—except for the pleasure he’ll get out of hound- 
ing the dealer who sold him the inadequate 


unit. 


Here are the types the dealer—and the customer 
will have to choose from: 
1. Hot Water Vaporizer. This humidifier works 
on the old steam kettle principle. It heats 
water, picks up the vapor with a fan, and puts 
it out into the room. Only a few room-type 
machines—Armstrong’s Humid-i-Maker, for one 
—operate on this principle. 
2. Surface Evaporator. This humidifier simply 
pulls water over or through a wet medium 
with an electric fan. Most machines on the 
market operate this way. Some of them—Cory’s 
Fresh’nd-Aire, McGraw-Edison’s Coolerator, 
Metalaire’s combination Cool-r-Heater, Kauff- 
man’s portable and Safeguard’s Humi-Zon— 
have a filter that picks up dirt, dust and pollen. 
Swan’s home unit operates on the same prin- 
ciple, but water is evaporated from a revolving 
plastic drum rather than a fibrous filter. 
3. Centrifugal Atomizer. This humidifier liter- 
ally breaks water into vapor. Water is drawn 
up through a pipe and either hurled or squirted 
—depending on the unit—against the sides of 
a cylinder, forming a vapor. Burgess Vibro- 
crafters, Herrmidifier, Skuttle and Walton all 
put out units which operate on this principle, 
but which differ radically when it comes to 
construction, water capacities and prices. 
Usually manufacturers of all three humidi- 
fier types offer humidistats that work like 
thermostats to turn the units on and off. Some 
feature water-level indicators. Still others equip 
their larger console models with float valves 
so they don’t have to be hand-filled. 


How do you sell them? 

The best approach is not to try—to sell 
humidifiers, that is. Humidification is the thing 
to push. Once a prospect is convinced he needs 
to add moisture to the atmosphere, and once 
the dealer has figured which unit can give his 
prospect the moisture he needs, the selling job 
is done. 

Setting up displays won’t be any problem for 
dealers who carry air conditioning equipment. 
During the winter—and the humidifier season 
lasts a good six months—they can feature 
humidifiers in their air conditioning areas. 

So far, there haven’t been many promotional 
gimmicks in the field. Walton encourages pros- 
pects to feel and breath the Cold Steam* 77 
(*registered trade mark) which their units put 
into the air. They also exhibit their models 
surrounded by flowers—to call to mind the 
freshness and crispness of properly humidified 
air. But, generally, dealers have pretty much 
relied on facts about dry air in homes to sell 
their units. 

As for prices, the field divides into three 
groups: (1) Small plastic models with low 
water capacities list for around $25. (2) Units 
in the medium-priced group list from around 
$50 to $75, with margins running from 32% 
to 40%. (3) Top-priced models list from around 
$80 all the way up to $280, depending on water 
capacities. Margins run from 25% to 34%. 


How does the market look? 

Pretty good, as we’ve already pointed out. 
A couple of years ago ELECTRICAL MER- 
CHANDISING carried an estimation that 25,- 
000 portable, room-type humidifiers were sold 
each year. Today, the market has grown so 
that none of our sources would venture a guess 
—either at the number of units being sold or 
the total possible market. We ran into com- 
ments like “Home humidification is one of the 
biggest fields for sales of a product that there 
has ever been,” and “It’s hardly been touched,” 
and “The field is unlimited.” 

Most opinions ran along those lines. But there 
were a few warnings: ‘Trouble in the past has 
been cheap, short-lived, inefficient humidifiers, 
so now a lot of outlets are shy,” reports one 
manufacturer. He’s afraid that the public will 
turn thumbs down on humidifiers for all times 
if they’re continually dissatisfied with the units 
they buy. His suggestion for a healthy market 
is one that can’t be overemphasized: If manu- 
facturers and dealers know humidification and 
humidifiers thoroughly, they’ll be able to serve 
their own and the public’s interest best. 





Here are three types 








HOT WATER VAPORIZER. Fan 
the 


picks up water 


vapor in form of steam and sends it out. 


Moist medium 
{usually filters) 




















SURFACE EVAPORATORS. Fan blows dry air over 
a wet surface—usually a filter of some kind. This 
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CENTRIFUGAL ATOMIZER. Water 
through a pipe is atomized—broken into particles— 
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Swan unit, however, 
honeycombed vinyl plastic revolving drum. 
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NOW! EVERY DOMINION APPLIANCE 


CARRIES THIS SENSATIONAL GUARANTEE! 


Here's dramatic new proof of Dominion quality! Every Dominion appliance is backed 
by a written 1-Year Replacement Warranty. This makes every Dominion Dealer a 
top-quality dealer, supported by a firm policy of perfect performance —or a new 
appliance free. When you're a Dominion Dealer, the appliances you sell are fully 
guaranteed. Your selling job is easier...your profits are bigger. 





Locking for a way to make more profit? 
HOUSEWARES SHOW 


GEE US AT THE SHOUT \ secret 1s. 202 
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NEW PROFIT OPPORTUN TIES: For You! 
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NEw! world’s only complete 





O 


line of immersible coffee makers! 


Dominion has a coffee maker for every kitchen . . . gleaming chrome 
4-10 cup immersible at the top of the line . . . handsome polished 
aluminum 2-6 cup immersible for volume sales, popular polished 
aluminum 4-10 cup immersible for building extra profits. All fully 
automatic—all backed by Dominion’s 1-Year Replacement Warranty! 





red hot toaster promotions! 


Here’s a terrific promotion on the industry's finest toaster line—a 
promotion you can’t pass up. Full profit margins on the sensa- 
tional Dominion 4-slice toaster and popular 2-slice toaster for vol- 
ume sales. Glamorous styling . . . perfect performance guaranteed! 
Get full details at the show or from your wholesaler. 

























Evy complete line of 


high-style table stoves! 


Most complete table stove line in the appliance business . . . inciud- 
ing two single and four double-burner models, all with gleaming 
chrome tops. There’s a quality Dominion table stove for every need, 
every budget, every customer. And perfect performance is guaran- 
teed by Dominion’s 1-Year Replacement Warranty. 












More new Dominion products on the way...watch for the big news! 


BEFORE YOU BUY 

BE SURE TO SEE 

DOMINION'S SEAL 
OF QUALITY 


DOMINION ELECTRIC CORPORATION ¢ MANSFIELD, OHIO 
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Put your finger on EXTRA PROFITS with 


NEW HOTPOINT 


A NEW CONCEPT IN 
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TOUCH COMMAND HOME LAUNDkY 
Washer Model LW090, Dryer Model LC090 





























Hotpoint Pushbutton Home Laundr 


Wesher Model LW 
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TOUCH COMMAN 


HOME LAUNDRY SELLING 
TOUCHING 








FILL | RINSE 


COLOR-| COLOR WEAR WEAR wool LIGHT 
FAST | FAST STURDY | GENTLE | BLENDS SOIL 


cnene j 


| REGULAR | MODERN | SPECIAL | 


WHITE | NON WASH'N | WASH'N] WC SOAK El 








Just touch a button and get set to sell 1960’s most ex- 
citing new washer feature —Hotpoint ToucH Com- 
MAND! Touch one button and show your customers 
how Hotpoint automatically gives them the proper 
wash and spin speeds, the proper wash and rinse 
temperatures for any washable! It’s easy to operate, 
easy to sell for extra big profits! 





NEW DUAL-DISPENSER FOR 
BLEACH AND RINSE ADDITIVES 
HELPS YOU CLOSE MORE SALES! 


Automatically adds bleach 
after detergent is activated; 
adds conditioner to the final 
rinse for softer, easier-to-iron 
clothes and cling free nylons! 











TOUCH COMMAND WASHER FEATURES: 


@ Full-time underwater lint filter 
@ New water-saving fill control 


@ All-porcelain finish inside and 
out protects against rust 


@ Big 10-pound tub capacity 


@ 3-cycle lighted dial for light, 
regular, heavy soil 


@ Measured detergent dispenser 


e 5-year written parts replacement 
warranty on entire transmission 





HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE... 


ELECTRIC RANGES 
DISHWASHERS «+ DISPOSALLS® 


REFRIGERATORS 












AUTOMATIC WASHERS + CLOTHES DRYERS 
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Sell your prospects truly automatic drying at the 
touch of a button! Your new Hotpoint Toucn Com- 
MAND Condenser Dryer gives them proper drying 
conditions for any washable — at the mere touch of a 
button. New Time Command Dial makes it simple to 
select the proper drying time for any fabric. Three 
cycles dry their wash with individual care! 


100% VENT-FREE! YOUR 
CUSTOMERS CAN SAVE $15 
TO $30 ON OUTSIDE VENTING! 


No dusty air is drawn in — no 
damp lint-filled air is blown 
out into the laundry. Moisture 
and lint are automatically 
pumped down the drain. 


TOUCH COMMAND DRYER FEATURES: 


@ Fabric Minder Cycle “‘senses” 
when regular fabrics are dry, 
shuts off automatically 


@ Select-0-Time Cycle dries special 
items; “dusts” draperies, too. 


® Sealed Calrod® heating units 


© Wash-and-Wear Cycle dries wash © Air freshener adds pine scent 
almost ‘“‘wrinkle-free” ® Porcelain top, drum, interior 


) 


IF YOU'RE NOT A HOTPOINT DEALER YOU SHOULD BE! 
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A Division of General Electric Company + Chicago 44, I/linols 
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Out of a million hours 
of testing comes 


A MAJOR BREAKTHROUGH 
IN TV CHASSIS DESIGN! 


PRILCO § 
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PHILCO beats the heat 
... the major cause of 


all TV failures! 


After a million hours of life testing, Phiico solves the problem of heat-induced TV breakdowns! 


METAL HOUSING completely 


encloses high-voltage circuitry, keeps 
it cool and serves double purpose as a 
heat baffle between the power supply 
and other areas of chassis. 














Heat in a TV set shortens component life, weakens TV signals and causes permanent 
damage to chassis parts. Now, Philco beats this costly heat. COOL OPERATION of the hor- 


izontal oscillator circuit prevents fre- 
quency changes or drift, which causes 


Philco creates a chassis with a ventilated base, free of heat traps. And in the cabinet, 
Philco’s new chassis is located away from the torrid zone. Philco does away with “stacking” 
TV parts and mounts them on an “Air-Flo” base. And, most important, Philco designs the 
chassis with an invisible heat barrier that keeps all delicate elements away from heat-producing 
components so they perform better and last longer! 


“bars’’ in picture. Philco’s Cool-Chassis 
design also maintains stable width and 
picture brightness. 

Now Philco gives you 43% longer T’V life to sell! 














ONLY PHILCO COOL-CHASSIS TV HAS ALL 


THESE COLD-CASH SELLING FEATURES! PHILCO’S PERMA-CIRCUIT° 


EXCLUSIVE heat-barrier design! ception! Four tuned circuits, not 
Stops hot spots starts sales! three. Exclusive Spur Switch PANELS are natural insulators. 


reaches out for signals. 
BUILT-IN Automatic Picture Lock 


EXCLUSIVE ‘“‘Air-Flo’’ mounting They do not transmit heat from one 


cools all components! You get re part to others around it, as old-fash- 


liable performance long after other 
sets have dimmed! 


EXCLUSIVE right-side-up-construc 
tion chassis! No “stacking” of com 
ponents as in other brands! 
EXCLUSIVE Perma-Circuit" chassis 
never conducts heat and it’s 
easier to service than old-fashioned 
cluttered-up hand wiring 


NEW EXTRA-VISION 23 picture tube 
adds 20 extra square inches of pic 
ture. Bigger, rectangular picture 
TV as the camera actually sees it! 
NEW fine-furniture styling, many 
genuine hardwoods and veneers. A 
cabinet to blend with any room 
pulls in window shoppers! 


FULL-SIZE transformer power. Needs 
no old-fashioned heat fins! Reserve 
power means maximum efficiency! 
4-WAFER Ultra-Sensitive Cascode 
Tuner. Gives virtually drift-free re- 


really keeps picture locked in! 

top Front Tuning. No trap doors 
“no squat, no stoop, no squint.” 

NEW Automatic Contrast Control 

lets user set picture contrast once 

and forget it. No readjustment for 

changing channels. 

NEW Flat-Band I.F. has three 

stages, not just two! Gives greater 

picture uniformity. 

NEW Wide-Band Sound System 

gives clearer, richer tone... in- 

creased audio ouput 

NEW High-Capacity Components 

have extra power for top perform- 

ance... clearest viewing! 

NEW Picture Compensator actually 

sharpens picture for peak perform- 

ance at all times! 

TWO-POSITION Electronic Range 

Switch for better reception in any 

signal area! 





ioned all-metal chassis do. 
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See how PHILCO COOL-CHASSIS TV 
sets a new standard for the industry! 





PHILCO COOL-CHASSIS 
NO PARTS UNDERNEATH! 


Exclusive Philco ventilated base 
with no parts underneath, no heat 
traps. Heat-barrier design directs 
heat away from critical parts. “‘Air- 
Flo’? mounting of parts permits 
maximum cooling. Perma-Circuit* 
panels are non-conducting. Result? 
Philco Cool-Chassis TV gives 43% 
longer life! 














OLD-FASHIONED 
HEAT-TRAP CHASSIS 


Stacked components — one below 
the other — pyramid and multiply 
heat intensity. Parts, mounted un- 
derneath, generate heat which is 
trapped by old-fashioned oven- 
type, upside-down chassis. 











MOST HEAT-FREE TV EVER! 





HEAT from power transformer and LOOK HOW COOL CHASSIS 
power-rectifier tube is directed up- 2 

ward by adjacent metal barriers. Note ADDS 70 TV LIFE | 

how these heat sources are elevated ? 


above and well away from the gen- 





eral level of chassis parts. 32% increase 


in picture-tube lifel 








CRITICAL IF CIRCUIT is <: 65% increase 


example of Philco’s low-level position- in receiving-tube lifel 


ing to avoid heat from nearby sources. 
Its metal housing also provides an ef- 


rain 74% increase 


in component life! 
.-.. and aii adding up to 


ALL AUDIO CIRCUITS .. 43% longer 


extremely heat-sensitive. That's why 
the Philco Cool-Chassis places them PHILCO TV LIFE! 
well away from heat sources which 
could cause garbled sound. 

















Only PHILCO OWNERS 
have this new 
Cool-Chassis protection! 


Practically all manufacturers of electronic 








parts and materials rate the performance 
life of their products on the basis of operat 





ing temperatures. Below is a typical chart 
showing how 10°c. less heat doubles compo 


VERTICAL osci LLATOR nent life, while 10°c. more heat cuts it in half! 


and output circuit is located at the 


coolest point in the chassis, giving — 5 
LIFE SPAN OF TV COMPONENTS 








maximum protection from drift, size 


. 
changes and picture roll. ABOVE | | | | 
n CUTS LIFE IN HALF 


+ 


| NORMAL LIFE 



































DOUBLES THE LIFE 


| SEE IT AT SPACE 1100—MERCHANDISE MART, CHICAGO. ..OR AT YOUR PHILCO DISTRIBUTOR’S ! 
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...SO much news...so much worth a celebration! West- 
inghouse launches a powerful, new 3-point program 
for 1960. Its one and only purpose: to help you sell 


more portable appliances...at more profitable prices. 





...Combining the impact of: 


© © O NEW NEEDED PRODUCTS 900 NEW 
MARKET-WISE LOCAL PROMOTIONS 000 NEW 
TRAFFIC BUILDING MERCHANDISING IDEAS... 


Meanwhile, turn the page—read more about the wonderful 


Westinghouse gives you a whole PROGRAM OF INNO- 
VATIONS IN PORTABLE APPLIANCES ...a continuous 


series of great new sales tools throughout the year! 


...To properly implement this 1960 program, West- 
inghouse creates a new Portable Appliance Division. 


Dick Sargent heads the retail-oriented team that can 


help stimulate new appliance sales for you. Meet the 


entire Westinghouse team at Booth 272-282 at the 


National Housewares Show. 


\ \ Cs ti ngh OUSC INNOVATIONS in Portable Appliances 
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THEY PEEKED! tuey saw THE COMPLETELY NEW CONCEPTS IN CLOCKS THAT SESSIONS HAS 
READY FOR THE HOUSEWARES SHOW. AND LIKE EVERYONE ELSE WHO’S SEEN THEM, THEY SAID “WOW!” AND 
“WONDERFUL!” AND “SESSIONS HAS DONE IT AGAIN!”. .. EYE-POPPING CLOCK INNOVATIONS THAT 

WILL DRAW THE BIGGEST CROWDS AT THE SHOW...AND AT YOUR STORE! THE LID COMES OFF 9:00 A.M., 
JANUARY 11TH, AT BOOTHS 880-882. FURNITURE BUYERS: GET A PREVIEW AT OUR PERMANENT 

SHOWROOM IN ROOM 1409, MERCHANDISE MART, CHICAGO. GET SET FOR THE CLOCKS OF YOUR LIFE! 


SESSIONS 760 : THE MOST EXCITING NEWS IN TIME! 
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Wenrting Aart 


Never DefOLEC o...... scccecs cos 


Maker — first ever to stay as fresh as the coffee it brews! Westinghouse substitutes imagination 


for gimmickry — adds a cupful of common sense — and comes up with a product no housewife 
can resist, because it meets her needs so well. We will back the coffee maker with powerful 
national advertising, of course, but the strongest sales appeal is in the product itself. That’s because 
it’s from Westinghouse—and just one of a great series of INNOVATIONS in products, promotions, 


and merchandising ideas coming for you. BOOTH 272-282 - NATIONAL HOUSEWARES SHOW 


Turn the page...read more about the wonderful 


Westin ghouse INNOVATIONS in Portable Appliances 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


1960 fan lines of Lau Blower and Berns Air King e 


Barbecue grills by 


Royal 


Chef and Majestic e 


Shetland’s cleaner-scrubber combination e Palmer’s 
air cooler e Zenith’s 1960 line of TV and stereo 


en 


LAU 1960 Fan Line 


Six portable and 3 hassock fans are 
announced by Lau. Portables include 
3 20’s, a 16, a 12 and a twin 12 model 
for casement windows; 20-in. fans 





*~ 


oe 


move 3950 cfm; 16-in. 300 cfm; 12-in. 
1700; casement, 3400; 2 hassocks, 3520 
and one, 2500 cfm. 

Ultra 20 has recessed control pan- 
el; built-in thermostat; 3-speed con- 
trol; electrically reversible; Saf-T- 
Eye tells when power is on; pink, 
blue, beige or surf green finish. Cus- 
tom 20 has 2 speeds; top mounted 
controls; electrically reversible; surf 
green. Super 20 has automatic ther- 
mostat; top mounted controls; manu 
ally reversible; surf green. 

Super 16 and 12 have Tilta-Breeze 
stands; top controls; surf green; twin 
12 has twin blades within steel frame; 
side controls; manually reversible. 

Hassocks have circular louvre de 
sign for all-direction air flow; No. 11 
and 12 have 3-speed foot controls; 
black or mahogany plastic tops; No. 
16, 2-tone gray. Lau Blower Co., Day- 
ton, Ohio. 


ELECTRICAL 


BERNS AIR KING Fan 


A new promotionally priced 20-in. 
all-purpose cooling fan for window, 
floor or table use will be introduced 
at the January Housewares Show in 
Chicago. 

The new fan, No. B 20, has 3-speed 
rotary switch control and is manu- 
ally reversible; it stands on its own 
non-marring rubber feet for con- 
venient table use; adjustable side 
panels for installation in windows 
and swivel stand for floor use are 
optional extra features. 

Additional features include snap- 
out safety grills, a satin chrome han- 
die for easy carrying. 

Capacity ratings are as 
1000, 800 or 650 rpms; 
3800, 3450, 2630 cfms; 
3080, 2800 or 2140 cfms. 

Berns plans to also show its com- 


follows: 
circulation: 
ventilating: 


MERCHANDISING 


plete line of portable and window 
fans priced from $29.95 to $69.95. 
Price, No. B 20 $29.95. Berns Air 
King Corp., 3050 No. Rockwell St., 
Chicago 18. 





AIR KING Dehumidifiers 

Improved performance is featured in 
Berns Air King’s 1960 dehumidifiers. 
Deluxe DH10D and DH20H 1/5 hp 
units dehumidify up to 15,000 cu. ft.; 





BERN AIR KING DEHUMIDIFIER DHIOD 


remove to 32 pts. water every 24 hrs; 
have automatic humidistat that turns 
unit on automatically if humidity 
rises above preselected level, turns 
it off when humidity drops. DH10D 
has Electronic Overflow switch to 
automatically turn off unit when 
water container is full and turns on 
signal light; fawn linen texture de- 
sign on vinyl plastic. 

Economy model DH16 has 1/6 hp 
compressor; dehumidifies up to 13,000 
cu. ft., removes up to 28 pts.; DH20, 
1/5 hp dehumidifies to 15,000 cu. ft., 
removes 32 pts. moisture. All models 
permanently oiled hermetically sealed; 
portable; have 2-gal. water container 
and fitting for permanent drain. 


Price, DH10D, $159,95; DH20H, $144.- 
95; DH16, $109.95; DH20, $129.95; 
Berns Air King Corp., 3050 N. Rock- 
well St., Chicago 18. 





NUTONE Built-In 
Stereo-Intercom 
NuTone announces a built-in stereo- 
intercom hi-fi music system for homes, 
with record changer, AM/FM 
radio tuner, 2 amplifiers (in a single 
chassis); inside and outside speakers, 
built-in record storage cabinet or tape 
deck; hi-fi intercom, framed in hand- 
rubbed walnut. 

Built-in coaxial wall 
channel amplifier; 


stereo, 


speakers; 2- 
unit provides stereo 
or hi-fi sound throughout house; each 
room has selective listening: 2 radio 
programs can be on at the same time 
or records on channel A and FM on 
channel B; intercom available for 
room-to-room communication, door 
answering; music or radio are si- 
lenced automatically when the inter- 
com is turned on. 


Remote controls for outside and 
inside; adaptable for multiplex broad- 
casting and cartridge tapes; all or 
part of system may be used; auxiliary 
equipment may be connected; fits 
standard studding in 4-in. walls. 
Price, $450 to $1000. NuTone, Inc., 
Madison & Red Bank Rds., Cincin- 
nati 27, O. 


MAJESTIC 
Barbecue Grills 


Majestic’s 1960 line of 4 Char-Grill, 
built-in, barbecue grills features re- 
designed exteriors, gray wrinkle 
enamel finish, stainless-steel trim, 
tilt-top cooking grill to reduce flame- 
ups from dripping grease. 

Featured is a new twin-element 
electric model 44E with independent- 
ly controlled, 300-watt, 220-volt ele- 
ments with dual “infinite control” 
knobs on front panel; removable drop 
pan at front; drip tray in bottom; 
front access door swings down on 
continuous hinge; ceramic ‘“Char- 
Roks” above elements hold heat. 

Gas-fired, No. 55G, has same finish, 
trim, tilt-top grill and “Char-Roks”; 
delivers 30,000 Btus; input controlled 
by single knob; same drop pan and tray. 


No. 33C, charcoal model, has ad- 
justable firepan, tilt-top grill; same 
finish, trim etc; all have heavy gauge 
formed steel framework. 

No. 22M, for masonry, has gray 
wrinkle enamel hood. Other hoods 
in black wrinkle or coppertone enam- 
el and stainless steel. The Majestic 
Co., Inc., Huntington, Ind. 





ROYAL CHEF 
Barbecue Grill 
Designed for the “first-time”  bar- 
becue novice, this grill combines large 
work surface, utility and storage 
wagon grill with the 
covered cooking; top 
with a 14x24-in 
fire bowl; has an attached hardwood 
oil-treated cutting block 
tray is crank-adjustable 


space of the 
advantage of 


of grill is 18x33 in 


Fire pro- 


viding multi-position heat control 


complete mobility 


provided by de 


luxe 
semi-pneumatk 


7-in. chrome-plated wheels with 
rubber tires; large 
handle-bar type rear legs vered 
adjustable to 4 in 


positions; 


cooking hood is 


termediate open has large 


built-in temperature indicator; 2 ad 


justable draft doors for temperature 


control; deluxe motor and spit set 


has an off-on switch, 110-volt ac 


Hood handle and 
plated; grill comes in 
mertone or twilite 


chrome- 
ham- 


legs 
copper 
blue. 


Price, $49.95. Chattanooga Royal Co., 
Chattanooga 6, Tenn. 





PALMER Portable 


Air Cooler 


“Century” portable air cooler No. 
500 features 2 blowers with two 1/20 
hp motors delivering velocity of ap- 
proximately 2200 feet per min each. 

Controlled by pushbuttons for 3- 
speeds: high, medium and low; ther- 
mostat turns cooler on when weather 
is hot and off when it cools down; 
anti-clog, high efficient filter pad; 
non-marring feet. 

Equipped with water control valve 
for ventilation and air circulation 
only when desired. Adjustable direc- 
tional air stream, rotary water level 
indicator are also features; cabinet 
size is 23 in. wide, 14% in. high, 15% 
in. deep. 


Portable cooler stand, BCS3, is avail- 
able as an accessory and serves in 


many ways; free-moving casters pro- 
vide an easy method of moving cool- 
er; provides sturdy base that cannot 
accidentally tip over. 


Price, $69.95; portable cooler stand, 
BCS3, $7.95; Palmer Mfg. Corp., 2200 
W. Fillmore, Phoenix, Ariz. 
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Softasilk Cake - 
Westinghouse say: 
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© Never before... ccs 


planned to drive business into your store—at your regular prices...without any paper work, o1 
mailing. It’s about as ingenious as you can get—short of creating the Spoutless Coffee Maker. A 
sweetheart of a promotion, backed by 4-color double page spread in February McCall’s, Ladies’ 
Home Journal, and by commercials on the Westinghouse Desilu Playhouse, January 22, and bya 
million certificates in Softasilk cartons. Don’t miss the lead-off in a whole series of INNOVATIONS 


in promotions, products, and merchandising from Westinghouse. See your distributor for details 


and free tie-in displays! BOOTH 272-282 - NATIONAL HOUSEWARES SHOW 
Turn the page ... read more about the wonderful 


\ Ve Sti nghou S€ INNOVATIONS in Portable Appliances 


ELECTRICAL MERCHANDISING WEEK 


Ue KitchenAid 


presents the 


re TESTED ON zg 
OATMEAL COOKIE 
BATTER 


with a startling 
new feature... 


Hobart engineering has solved 
the homemakers’ No. | com- 
plaint—mixer slowdowns. 
Built right into this brand-new 
KitchenAid Power Portable 
Mixer is a power-booster that 
cuts in automatically when 
stirring heavier batters... 
maintains positive mixing in 
the bowl. That’s why we call 
this new marvel the Power 
Portable Mixer. 

With the exclusive new 
power-booster—the big sell- 
ing feature—you’ll find this salah’ gammec tie 
all-new Power Portable Mixer stant speed for sure, 
anenaeiee a : has traditional KitchenAid consistent results, 
quality that surpasses all 
others. New, clean lines; natural grip handle with built- 
in thumb rest; lightness with balance perfection; 3- 
speed control button...and you,can stand it on end—or 
hang it on the wall. There’s a convenient beater ejector, 
too! Mixing indicator is where it should be—on the 
handle (not hidden underneath). Here is the Power 
Portable Mixer that’s really new—a really new source 
of sales for you! Get the facts today. 


AT THE START— 
beaters go into oat- 
fal :¥-1mor-bac-im@r- Tare mel{-tale| 
ingredients. 


HALFWAY IN— 
power-booster cuts 
‘Tale Commmaat-1iah¢-liammeorel are 
stant speed. 





<> 


COMPLETELY IN— 





See us at Booth 197, Navy Pier 


KitchenAid. 


The Finest Made. 





The World’s Largest Manufacturer of 
Food, Kitchen and Dishwashing Machines 


Get full KitchenAid Electric Housewares Div 
The Hobart Manufacturing Company 


jn In Canada’ Hobe 173 George St., Toronto 2 
on Hobart's | 
startling new [omens 
. . Address . 
KitchenAid aa 
Power Portable My distributor is:..... 
Mixer. 
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CVCT WC LOLA ‘bros cesses s 


top department stores coast to coast, the Westinghouse “biggest gingerbread man in town” pro- 
motion drew Christmas crowds to the Portable Appliance department. Countless thousands 


attended Westinghouse “Cookie Clinics,” and Westinghouse Portable Appliances sold like hot 


cakes. The gingerbread man is history—but there’s more fresh thinking where he came from! 


He’s just one of a whole series 


and products. 


“Gingerbread promotion has been one of Burdine’s 
greatest events in attracting attention, traffic and sales 
volume.”’ 


BURDINE’S, MIAMI 


Be sure to watch for more news of 


of Westinghouse INNOVATIONS in merchandising, promotions, 


BOOTH 272-282 - NATIONAL HOUSEWARES SHOW 


“Once again this year the Gingerbread Man promotion ‘‘We are very pleased with the Westinghouse Ginger 


resulted in increased sales for Westinghouse and the bread Man promotion and the resulting increase in 
entire department.” store traffic.” 


JOSEPH HORNE COMPANY, PITTSBURGH CARSON, PIRIE, SCOTT & CO., CHICAGO 


Westin ghouse INNOVATIONS in Portable Appliances 
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AMtter Transistor Radio 


Dealers ! 


CHARGEABLE | 
BATTERY 


$5 T9ER TEER PETITE 
es sn sbi 


CLOBAL now Offers... 
the new chargeable battery 


for transistor radios! 


This is just what your customers have been waiting for... a 
long-life chargeable transistor radio battery ... plays for hundreds 
of hours. The new Global chargeable battery is made of non- 
leak concentrated compound that assures constant chargings- and 
long service. The new Global cordless charger can be used 
with any electrical outlet. The recommended charging time is 
8 hours but over-charging or over-heating is automatically 
prevented by specially designed charger in case it is left forgotten 
in the outlet. 


THE GLOBAL MFG. CO., LTD. 
Masonic Bldg. (Sui Kosha) No. 13 Shiba Sakae-cho, 
Minato-ku, Tokyo, Japan 
Cable Address: ""MACOMA TOKYO" 























Koo ru a 
* Guaranteed by ~ 
Good Housekeeping 
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AUTOMATIC-ELECTRIC 
CAN OPENER and KNIFE SHARPENER 
starts at the touch of a finger, and turns itself off 
automatically when lid is cut out. Opens all standard 
cans... leaves a safe, smooth edge. Powerful, ceramic 
magnet picks up the cut-out lid. Full-size electric knife 
sharpener included. And it’s portable. Handsome cabinet 


in choice o% colors, with chrome and gold trim. $27.95 
SWING:A-WAY MANUFACTURING COMPANY « ST. LOUIS 16, MISSOURI 








SHETLAND 
Floor-Washing Cleaner 


This combination floor-washing vac- 
uum cleaner automatically dispenses 
wash solution to the floor at touch 
of a finger; detergent solution is dis- 
pensed to floor in controlled quan- 
tities; floors can be washed with cups- 


ELECTRICAL MERCHANDISING WEEK 





ful instead of pailsful of water. 

A combination nylon sponge and 
brush remove dirt, grime, spots and 
stains; wash solution also vanishes as 
fast as it was dispensed—at touch of 
finger; no wiping up or mopping 
needed; to rinse floor, clear clean 
water can be automatically applied 
to remove soapy residue, picked up 
and the floor air-dried for instant use. 


As a vacuum cleaner it provides 
wall-to-wall vacuuming, doing a 
deep-cleaning job on rugs and car- 
pets, it also gives a quick tidy-up, 
taking up lint, animal hairs, tracked- 
in dirt, etc. 

Lightweight; hands never touch 
dirt—a dust container comes off and 
empties with snap of finger; hangs 
in closet, saving storage space. 

Price, $59.95. The Shetland Co., Inc., 
Salem, Mass. 








ZENITH CUSTOM 23 LO-BOY 


An all-new line of TV sets, including 
a 6-set series of 23-in. models is an- 
nounced by Zenith. Also announced 
is a full line of 12 console or console 
combination multi-channel hi-fi ster- 
eo instruments including “extended” 
hi-fi stereo; Zenith-developed “drop- 
in” FM-AM tuner with automatic 
frequency control; a portable stereo- 
phonic, 4-speed, automatic record 
player and a new-styled ac clock- 
radio with sleep switch, bringing line 
up to 39 basic models ranging from 
new styled portables to a decorator 
group of fine furniture-styled con- 
soles and the new 23-in. picture- 
window TV. 

Available in compact cabinet sizes 
for small apartments, the 23-in. sets 
offer big pictures with dynamically 
new screen shape; 3 sets have Space 
Command “400” or ‘300’ ultrasonic 
remote TV tuning. Zenith “Cineless” 
safety glass is permanently sealed to 
tube face; darkened safety glass in- 
tensifies contrast, reduces reflections; 
Royal Classic escutcheon and control 
panel has “picture frame.” 

“Custom 23 Super H” chassis for 
23-in. Sunshine tube; transformer- 
powered, horizontal unit is hand- 
crafted, hand-wired, hand-soldered; 
the chassis can be serviced easily. 


ZENITH "BERMUDA" PORTABLE 


The new TV line increases to 18 
the basic model sets, portables, table 
and consoles with Space -Command 
“400” or “300” as standard equip- 
ment, for across-the-room tuning. 

Zenith’s console phono models total 
11 multi-channel hi-fi stereos that are 
self-contained in a single cabinet plus 
one “twin ensemble;”’ 6 have FM-AM 
radio; 3 provide for FM-AM radio. 
Another combines 21l-in. TV, multi- 
channel stereo in a single cabinet. 
Zenith Radio Corp., 6001 W. Dickens, 
Chicago 39. 








HARDWICK 1960 


Gas Ranges 


New Hardwick 1960 gas range line 
features “New Futura” backguard of 

















frosted, ridged glass panels bordered 
by ribbons of satin chrome with 
fluorescent light behind glass high- 
lights deluxe models in 36-, 30- and 
20-in. line. 

Drip-proof cooking top for easy 
cleaning; valve panel built into bot 
tom of range surface to eliminate 
pipe joint; Thermal Eye automatic 
top ‘burner with a brain’ with flame 
set control and new adjustable flame- 
set; MicroRay oven employs radiant 
heat principle; other features again 
available include EconoMatic oven 
lighting when you turn dial; 3-in-1 
Middle griddle that grills, converts 
to 5th top burner or covers for extra 
work space; Grid-O-Matic, Middle 
Griddle with Thermal Eye; Econo- 
Trol top burners; smoke-proof broil- 
er; EquaFlo oven burner; oven win 
dows, rotisseries; automatic oven 
clock timer are other features. Hard- 
wick Stove Co., Cleveland, Tenn. 
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' General Electric Appliances 
= that sell themselves 




















POSITION OF COVER WHEN 
SERVING OR STIRRING 
POSITION TO mo 
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| BACON PAN-BROILS BACON FAT 
| PERFECTLY IN SKILLET DRAINS 
TO ONE SIDE 


NEW TIP-TOP — 
Automatic Skillet 












i. 
RETRACTABLE LEG TIPS SKILLET 










Automatic Toaster 


Easy to use @ Easy toclean ¢ Easy to sell 
e Beautiful new appearance ¢ Model T102. 
STOCK UP on General Electric’s Portable Ap- 


pliances, the “‘Blue Ribbon Line for 1960.” 
C 122 skillet available at your distributor soon. 








General Electric Company, Portable Appli- 
ance Department, Bridgeport 2, Connecticut. 











Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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ELECTROMATIC CORP. is offering 


this new Solo-Muse stereo demonstra- 
tor which needs no booth. 





New Wall Display Aims 
At Public Confidence 


A large wall display designed to 
maintain public confidence in radio 
and television service technicians 
has been included in Volume 26 of 
the Rider Books TV-Transistor 
Radio Manual. 

The 11x14-inch sign tells the pub- 
lic that the shop displaying it does 
not “guess” about the wiring of re- 
ceivers brought in for repairs, it 
“knows” about the circuits because 
it uses service information pre- 
pared by the manufacturers of the 
receiver. 

The sign is printed on colored 
board with holes provided for 
string. It can be displayed in store 
windows, on walls or counters. 
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R&M-Hunter A 
Rakes i cen a a Eo 


© CAN PENER 


PURCHASE DISPLAY CARD is of- 
fered by Robbins & Myers Inc. for 
Canolectric can openers. 





















































































































































FOR SPEEDIEST DELIVERY 





OF MOST WANTED APPLIANCES 





raybaR 


GRAYBAR ELECTRIC COMPANY, 420 LEXINGTON AVENUE, NEW YORK 17, N. Y. 


OFFICES IN OVER 130 PRINCIPAL CITIES 





CAN YOU USE? 


Automatic top-burner control is de- 
scribed in a free four-page illustrat- 
ed brochure from Indiana Division, 
Robertshaw-Fulton Controls Co., 
Indiana, Pa. It shows how the com- 
pany’s new model HB Thermal Eye 
is built and how it works. 


Complete hi-fi guide and an expla- 
nation of stereo are included in a 
free 20-page catalog from H. H. 
Scott, manufacturers of hi-fi com- 
ponents. Write: H. H. Scott, Inc., 
Dept. P, 111 Powdermill Rd., May- 
nard, Mass. 


Reading business records will be 
easier for the retailer with no book- 
keeping background if he has a copy 
of “How to Read Your Business 
Records.” It explains in digest form 
the six basic sections of records, 
what to look for in the figures, how 
to recognize danger signs and what 
to do about them. Brochure is free 
on request to The Ideal System Co., 
2437 W. Pico Blvd., Los Angeles. 


Electron tube directory and price 
list covers almost every tube made 
by American manufacturers, ac- 
cording to the publishers. Free by 
writing Metropolitan Supply Co., 
1133 Broadway, N. Y. 10. 


Musical dexterity “almost in min- 
utes” is promised purchasers of a 
new book for owners of Concert 
Electric chord organs. Published by 
the Organ Corp. of America, “De- 
veloping Your Technique on the 
Concert Chord Organ” is a series of 
short melodic studies designed to 
help the amateur strengthen his 
fingers and learn to use both hands 
at the same time. Booklet costs 
$1.50. 


Replacement knobs for TV sets are 
cross-referenced in a free 16-page 
catalog published by G-C Electro- 
nics Co., a division of Textron Inc., 
400 S. Wyman St., Rockford, Ill. 
The illustrated brochure lists 97 dif- 
ferent knobs for leading makes of 
sets. It includes information on 
colors, original part numbers, set 
model numbers and prices. 


Stainless steel products—over 500 
of them—and the names of their 
manufacturers are listed in a book- 
let distributed to some 13,000 hard- 
ware and department store buyers 
by Union Carbide Metals Co., Divi- 
sion of Union Carbide Corp. The 
88-page booklet, ‘“‘Buyer’s Guide for 
Stainless Steel Consumer Products,” 
covers items in the automotive, 
hardware, home building, home fur- 
nishings, personal and _ recreation 
fields. It also includes discussions 
of the history and advantages of 
stainless steel. 


Water coolers with packaged cool- 
ing—a new principle—are_ spot- 
lighted in free literature from the 
Sunroc Corp., Division PCL, Glen 
Riddle, Pa. The coolers have sepa- 
rate inside cabinet that houses the 
entire refrigeration system. 


Put -ads on your trucks, urges a 
pamphlet “How to Make Your 
Trucks an Advertising bargain,” 
offered by Mulholland-Harper Co., 
Philadelphia, truck sign specialists. 
The free booklet points out trucks 
can be seen by more than 50 motor- 
ists for every 25 miles they travel. 
And delivery vehicles can carry ad 
appeal to the point of purchase. 
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from HOtfMan 
TV'S NEWEST 


REMOTE f 


Hoffman has the only complete TV remote control on the 


market today. DS VANGUARD Wireless Remote 








Control lets you turn the set on and off, change channels 
from anywhere in the room. D Exclusive Hoffman 
LiteScope—the Miracle Eye—automatically keeps brightness 
and contrast the way you want it—adjusts to light changes 
Just as the human eye does! LES VANGUARD Wireless 


Remote Control with exclusive Hoffman LiteScope 


is available throughout |( ‘ail ai AC : a im: 
ir FE d ‘2 ig aI ail} sc AH he _ “- 


the ae Hoffman line for 6 











World’s Finest Ca 7, Ho anaes Se eins tee rned 


TV and Stereo 


58 e ASSOCIATION NEWS 


FUTURE OF THE MARKET. for porcelain enamel gets attention from John R. 
McCord, left, chairman of the market development committee of the Porcelain 
Enamel Institute; John C. Oliver, institute secretary, center; and T. Norman 
Palmer, president of Palmer, Codella & Associates, institute advertising agency. 
Result of conference: 1960 porcelain promotional drive. 





ELECTRICAL 


MERCHANDISING WEEK 


Today: NRMA Retailers 
‘Start the 60’s Right’ 


More than 5,000 are attending 
the group’s 49th annual con- 
vention at New York’s Statler 
Hilton Hotel, Jan. 10-14 


Regular sessions start this morn- 
ing, after yesterday’s registration 
and informal get-together. In the 
next four days more than 200 ex- 
perts will discuss all phases of re- 
tailing in a record 38 sessions. 


Heading the list of speakers is Er- 
win D. Canham, editor of the 
“Christian Science Monitor’ and 
president of the Chamber of Com- 
merce of the United States. He will 
address the delegates at NRMA’s 
annual banquet this Wednesday 
evening. 

As always, there’s something for 
everyone at the conclave. Here’s a 
partial list of the sessions which hit 
on some angle of appliance mer- 
chandising: 


Smaller Stores Division will spon- 
sor five meetings aimed at the re- 


Top management men attending the 
“For Top Management” session this 
evening will hear what Prof. Mal- 
colm P. McNair of Harvard Univer- 
sity thinks about the retail outlook 
for the first half of this year. 


Credit operations will get a going- 
over Tuesday morning in two open 
forum panel discussions: ‘Trends 
and New Techniques in Smaller 
Store Credit Operations” and “New 
Concepts in Accounts Receivable 
Aging.” 


“Downtown on Trial,” Thursday at 
9:30, will feature three authorities 
on downtown redevelopment. After 
testifying on behalf of mid-city 
business districts, they’ll submit to 
cross-examination. 


Conductor Leopold Stokowski, Sen. 
Kenneth B. Keating (R., N.Y.) 
singer Vaughn Monroe and Coach 
George Hales are among the na- 
tional personalities who will join 
top retailing men on _ podiums 
during the four-day conclave. 


tailer with a modest operation. ‘““The 
Successful Future of the Indepen- 
dent Retailer,” today at 2:30, kicks 
off the sessions. Others are: “Build 
Your Business With Youth,” at the 
division’s annual dinner Tuesday 
evening; “Successfully Operating 
and Promoting the Smaller Store,” 
Wednesday, 2:30; and ‘Turnover, 
Key to the Retailer’s Profit,” a panel 
discussion, Thursday, 9:30. 





Philadelphia Officers Re-Elected 


The entire incumbent slate of of- 
ficers of the Electrical Association 
of Philadelphia was re-elected at 
the recent annual meeting of the 
board of governors. 

The officers are: R. G. Rincliffe, 
president of the Philadelphia Elec- 


Laundry Sales to Increase 


A 4% increase this year in fac- 
tory sales of home laundry appli- 
ances was predicted by Guenther 
Baumgart, president of the Amer- 
ican Home Laundry Manufacturers’ 
Assn. Total volume _ should hit 
5,709,000 units. 


tric Co., president; Thomas P. Jones, 
vice president of Westinghouse 
Electric Corp., vice president; Philip 
H. Ward Jr., Ward Electric Co., 
treasurer; and William E. Rubert, 
Union Electric Contracting Co., sec- 
retary. 
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This complete new line of Arvin portable radios is styled 
for sales ... and backed by Arvin performance that has the 
whole world listening! 


ARVIN'S MIGHTY MINIATURE. An American-made 
beauty! Combined in this compact Arvin model are all the 
features you need to build sales frequency in the miniature 
radio market. Six transistors and one diode provide plenty 
of power! Its other “‘big set”? design features are push-pull 
output circuit and internal rod-type antenna. All this, in a 
radio that’s ‘“‘cigarette-pack small!’ And it’s already gift- 
packed in a plastic box re-usable for a thousand purposes, 
complete with 9-volt battery, earphone, and leather-grained 
carrying case with strap. Color fashioned in Flame or Jet 
Black. Model 60R63, 69—Gift Pack Retail only $39.95. 


ARVIN NATIONAL ADVERTISING will be bigger 
than ever this year—and stay all year! The entire Arvin 
family of finer products is nationally advertised together to 
give you the benefit of related sales. Arvin radios are pre-sold 
for you in leading publications, and the millions of families 
who enjoy Arvin products provide a ready-made market of 
satisfied customers. Get set now for sales action all year. 
Contact your Arvin distributor! 
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millions of families enjoy Arvin products...you sell more 
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PEOPLE 
In the NEWS 


Sylvania Home Electronics Corp.— 
Richard G. Evans has been named 
manager of special accounts for the 
TV marketing subsidiary of Sylvan- 
ia Electric Products Inc. 


1960 


Packard-Bell Electronics Corp.— 
Elliot C. Noska has been appointed 
to the newly created post of com- 
mercial sales manager for the home 
products division. 


The Hoover Co.—Felix N. Mansager 
has ‘been elected vice president, 
sales, for the company. He has been 
with Hoover since 1929, serving as 
Zeneral sales manager since the first 
of last year. 


Hamilton Manufacturing Co.— 
Thomas A. Ramey has been ap- 
pointed advertising manager for the 
company. He will join Hamilton in 
mid-January to direct the adver- 
tising and sales promotional activi- 
ties for all its products. 


Tung-Sol Electric Inc.—Two new 
managers have been named at the 
company. Harold F. Cook will head 
sales planning and Robert E. Bilby 
will handle advertising and sales 
promotion. 


Monitor Equipment Corp.—Theo- 
dore K. Quinn has retired as presi- 
dent of Monitor Equipment Corp. 
after a long, colorful career. He 
was top vice president of G-E at 
43, but resigned to become presi- 
dent of an ad agency. He organized 
the Monitor Co. in 1944. 





R. Bilby 
of Tung-Sol 


T. Ramey 
of Hamilton 


Quicfrez, Inc.—Lawrence Incandela 
has been appointed general sales 
manager for the Fond du Lac, Wis., 
manufacturer of refrigerators and 
freezers. 


Manitowac Equipment Works—B. 
E. Egan has been appointed Western 
area manager of the company’s ap- 
pliance division. 


General Electric Co.—Vice Presi- 
dent George E. Burens has been 
transferred to a special assignment 
in the company’s consumer products 
group headquartered in New York 
City. Herman L. Weiss will succeed 
Burens as general manager of the 
company’s lamp division. 

Fred W. Curle has been named 
manager of dealer sales for the 
Southern California district of the 
major appliance division. He is 
transferring from the company’s 
Denver district where he has held 
a similar job since 1957. 


Conley Electronics Corp.—William 
Wolfner has been named engineer- 
ing manager of the company’s spe- 
cial products division. 


The Regina Corp.—R. E. Cassatt 
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R. Cassatt 
of Regina 


F. Mansager 
of Hoover 


has been appointed vice president 
and director of marketing for the 
manufacturer of floor polishers and 
vacuum cleaners. He left his posi- 
tion as general sales manager of 
packaged products for the York Di- 
vision of Borg-Warner Corp. to ac- 
cept the new job. 


Landers, Frary & Clark—Henry L. 
Shepherd has been elected to the 
company’s board of directors. He 
will replace William J. Russell who 
is retiring as vice president in 
charge of engineering and relin- 
quishing his seat on the board. 


Norge—Earl G. Davidson has been 
promoted to national service train- 
ing supervisor for the home appli- 
ance division of Borg-Warner Corp. 


Radio Corp. of America—Loren F. 
Jones has been appointed to the 
newly created post of manager, 
product planning. Francis J. Dun- 
leavy has been named general man- 
ager of the company’s industrial and 
automation division. 


Frigidaire—Paul V.» Sprout, man- 
ager of the Cleveland branch. Frigi- 
daire Sales Corp., has retired after 


L. Incandela 
of Quicfrez 


T. Quinn 
of Monitor 


more than 32 years of service with 
the company. Frederick J. Olden- 
burg, currently the branch’s appli- 
ance sales manager, will succeed 
him. 


Admiral Corp.—Samuel Schwartz- 
stein has been appointed divisional 
vice president for Eastern distribut- 
ing branches. He will direct opera- 
tions in the metropolitan New York, 
Newark, Philadelphia and Washing- 
ton areas. 


Skil Corp.—Emil A. Widmer has 
been named European sales man- 
ager for the Chicago power tool 
manufacturer. For the last six years. 
Widmer has been vice president and 
general manager of Machine Inter- 
national Inc., Chicago. 


Glaser-Steers Corp.—Rod Kershen- 
stein has been appointed general 
sales manager for the Newark elec- 
tronics manufacturer. 


“New York Herald Tribune’’—Elea- 
nor Adams has been appointed home 
equipment editor for the newspaper. 
She has been in the women’s feature 
department of the Herald Tribune 
since 1957. 








all-transistor portable sound! 


Pocket-Size 7 Transistor 


Gift-packed, ready for giving! 
Printed circuit, true tone 23,” 
speaker. Complete with 4 
“AA" penlight cells, ear- 
phone, leather-grained case 
and strap. Models 60R47,. 49 
Bone White, Jet Black. Gift 
pack retail $41.95". 


“Superlative Seven” 
Transistor 


Here's extra power and true 
fidelity found in more expen- 
sive sets! 300 hours of play 
on 4 ‘‘C"' flashlight cells. 
Smooth vernier tuning. Ear- 
phone jack, foldaway handle. 
Models 60R33, 35, 38—Flame/ 
Moonstone, Slate Biue/Moon- 
stone, Taupe/Sandstone. 
Retail $39.95*. 


3 Wave Band, 7 Transistor 


Perfect for boat and plane 
skippers! Arvin's tremen- 
dously powerful ‘‘Interna- 
tional’’ receives amateur, 
international, ship signals on 
short wave band; marine and 
aircraft reports on long wave 
band; standard programs on 
standard band. RF amplifier, 
battery-saver switch, telescop- 
ing antenna. Model 9598—Pig- 
skin Black. Retail $100.00*. 




















SPECIAL OFFER 
TO CONSUMER 
This $4.95 Arvin Chair 
given free with any 


Arvin Transistor 
Radio shown here! 


6 Transistor Powerhouse 


High impact plastic camera- 
size case. A real promotional 
leader, low-priced with plenty 
of sell! Earphone jack, fold- 
away handle, extra-large dial. 
Model 60R23, 28, 29—Fliame; 
Sandstone, Slate Gray. Retail 


$29.95°. = 


7 Top Quality Transistors 


With its leather-grained case, 
this powerful portable has a 
world of sales appeal! Extra- 
large 5” speaker, vernier tun- 
ing, individual bass and treble 
controls. Carrying case handle 
converts to shoulder strap. 
Model 60R58—Cowhide Tan. 
Retail $49.95*. 


Arvin's Finest Stereo 


Portable Phonograph 


Completely self-contained! 
Leading the magnificent line 
of Arvin portable Phonographs 
is this advanced-style model 
with swing-open speaker- 
doors, for true stereo. Plays 
all four speeds, automatic 
changer. Hi-Fidelity sound. 
Model 8091—Black with gold- 
tone trim. Retail $99.95*. 
*Prices slightly higher Far West 

and South 


with Arvin because Arvin sells the family 





IT’S SHOWTIME, U.S.A.! 


See the exciting new Arvin radio 
lines at the Chicago Furniture 
Mart, spaces 501-2, or in New 
York at 1150 Broadway, space 
614. Navy Pier—spaces 437-51. 
Arvin also manufactures Phonographs, 
Portable Electric Heaters, Leisure Furniture, 


Barbecue Grills, Complete Electric Heating 
Systems, Car Heaters and Car Mufflers. 
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ARVIN INDUSTRIES, INC. 
Consumer Products Division 
COLUMBUS, INDIANA 
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What Happens When‘Consumer Reports’ Arrives? 


Well, right now you could ask 
Whirlpool distributors about 
the magazine’s effects on their 
dishwasher inventories 


EM Week did just that last week, 
and found the almost-universal 
answer to be: “We don’t have any 
in stock, and we’re trying to get 
more.” 

Also almost-universally, Whirl- 
pool distributors credit the highly 
respected Consumers Union publi- 
cation, “Consumer Reports,” for 
their enviable back-order position 
on dishwashers. Detailed in the De- 
cember issue of ““Consumer Reports,” 


CU’s tests of dishwashers sent cus- 
tomers stampeding into stores in 
metropolitan centers all over the 
eastern half of the country demand- 
ing delivery of Whirlpool FU-70’s 
and FP-50’s right now. “It took 
about 10 days for the situation to 
make itself felt,” said one distribu- 
tor executive, “but then the fur 
really flew.” 


CU’s tests boomed sales, but there 
are two things about the situation 
that distributors don’t like: first, 
they’d like to have a lot more dish- 
washers than they’re apparently 
going to get, what with the steel 
strike and all. Second, they can 


make no commercial use whatever 
of CU’s tests. 

All they can do is scratch their 
heads and marvel at the again- 
revealed power of Consumers Un- 
ion, whose members one and all 
seem to put their money where 
CU’s mouth is. 

This isn’t the first time, of course, 
that CU Reports have produced a 
big impact in the market place. 
Other products of recent vintage 
that got shots in the marketing arm 
include high-end washers and air 
conditioners. 


What makes it happen? Well, first 
there’s CU’s description of itself as 
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Presto Fry Pan 
11 and 12” modeis 


Presto Sauce Pan 
3 qt. capacity 
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+ EXTRA DISCOUNT 


Appliances! 
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Presto Family-Size 
Griddle 


Presto Portabie Oven 
115 voit 








Presto Pressure Cooker 
4 and 6 at. models 












PLUGS IN to run a 
family of 8 controlied-" 
heat appliances 
DETACHES so each 


appliance washes 
under water 
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Presto Dutch Oven 
5 qt. capacity 


SPECIAL LIMITED 


orFeR! ... 6uy Mow! 





*National Presto Industries trade mark for 
its fronkfurter cooker © N.P.!.1., 1960 









_ Retails at 





COOKS 6 HOT DOGS IN JUST 60 SECONDS! 


e Colorful, made-to-sell styling 
e Cooks from the inside out 
© Quick and convenient— plugs in any where 


@ Bottom completely submersible. Lid 
wipes clean. 


NATIONAL PRESTO INDUSTRIES INC., Eau Claire, Wis. 








a non-profit, membership corpora- 
tion, which pretty well establishes 
a non-commercial attitude and pro- 
hibits any commercial use whatso- 
ever of its copyrighted material, 
including the name of the organi- 
zation or the name of its publica- 
tion. 


There’s the uncompromising atti- 
tude, secondly, of the editorial and 
testing staff of ““Consumer Reports,” 
as revealed in the published tests. 
When something needs panning, in 
their opinion, they pan it. And, as 
in the case of the Whirlpool dish- 
washers, when a product is good, 
they say so, and say why. 
Although Consumers Union is 
rigid on commercial use of its work, 
the organization is fully aware of 
the power it wields. According to 
David Maness, CU’s publications di- 
rector, such phenomena as the rush 
for Whirlpool dishwashers just con- 
firms CU’s belief that consumers 
are immensely concerned with qual- 
ity in their purchases. Maness says 
that sudden results like this, while 
satisfying editorially, also lay a 
bigger burden on the editorial staff. 
“We have to be surer and surer 
we’re right as things like this come 
along,” is the way Maness puts it. 


As to the impact itself, Maness says 
the wonder of this to him is that 
this comes as a result of passed- 
along word-of-mouth information. 
“Consumer Reports” each month 
sells, through subscription and on 
newsstands, somewhat over 800,000 
copies. Of this total under one-third 
is newsstand sales. (By comparison, 
several United States publications 
have well over 5 million readers an 
issue. ) 


The tests will continue. When 
they’re bad, manufacturers still will 
give out agonizing cries of, “it ain’t 
fair.”” When they’re good, produc- 
tion sehedules are going to go up, 
and product managers will get a 
new gleam in their eyes. 





Here’s Who Beat 
Marguerite Cook 


Last year, at ELECTRICAL 
MERCHANDISING’s dinner dur- 
ing the Chicago Markets, guests 
were asked to try to outguess Re- 
search Director Marguerite Cook 
on the industry sales totals for 1959. 

Guesses were scored item by 
item. The farther off the estimates 
were, the more minus points. 

Six men beat Miss Cook; one 
tied her. Best guess came from R. 
J. Criddle Jr., sales manager, con- 
tract and builder sales, Whirlpool, 
St. Joseph, Mich., who will receive 
a carving set as a prize. Following 
him were: Paul H. Eckstein, mar- 
keting manager, tape recorders, Bell 
& Howell Co., Chicago; C. W. Gran- 
ger, public relations counsel, Klau- 
Van Pietersom & Dunlap, Inc., Chi- 
cago; Steve Auld, advertising di- 
rector, Capitol Records, Inc., Holly- 
wood. 


Also, Ted Standish, advertising 
manager, ‘‘Forecast for Home Econ- 
omists,’ New York; Lewis W. 
Slye, account executive, Hollings- 
worth & Associates, Rockford, Il. 
Hilliard S. Graham, account execu- 


tive, Erwin Wasey, Ruthrauff & 


Ryan, Inc., Chicago, tied Miss Cook. 








N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


— NOT Forgetting — 
now TO — 


V Advertise V Operate a Profitable Service Dept. 
V Hire, Train & Pay Sclesmen V Pick @ Store Location 

V Handle Trode-tns V Take Advantage of Tax Laws 

V Run o Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 


((] Check here if you want 1 year at $2 
() t attach payment (] Pleose bili me 


POSITION ccessseccsscccsscstesece 
[_] Business Address 
[_] Home Address 


COMPANY NAME 


Above rates for U. S. and U. S. Poss, Birs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 
CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S, Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 2 year. 
E-1/11/60 
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[] Retail 
[] Wholesale 
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Appliances 

Radios 

TV - 
Hi-Fi and components 
Records 


Lawn & Garden Supplies 


Furniture 
Floor Covering 
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DISTRIBUTOR 
APPOINTMENTS 


DAGE TELEVISION DIVISION of 
Thompson Ramo Wooldridge 
Inc.—Hoffman Sales Corp. of 
California (as direct factory 
distributor for Southern Cali- 
fornia). 


TYPHOON Air Conditioning and 
Heat Pump, both divisions of 
the Hupp Corp.—Warren Dis- 
tributing Co., Houston, Tex. 


HOFFMAN ELECTRONICS CORP., 
Consumer Products Division— 
Cerullo Electric Supply Co., 
Inc., Hazleton, Pa.; Igoe Bros., 
Inc., Newark, N. J.; Vermont 
Electric Supply, Inc., Rutland, 
Vt. 


OLYMPIC RADIO & TELEVISION, 
a division of The Siegler Corp. 
—Ed Whitehead Enterprises, 
Inc., Evansville, Ind. 


YORK, a division of Borg-Warner 
Corp.—Keller-Northrup, _Inc., 
Dallas, Tex. 


SYLVANIA HOME ELECTRONICS 
CORP.—Robert L. Rice Co., 
Seattle, Wash. 


PHILLIPS & BUTTORFF CORP.— 
Calanan, O’Brien, Debaun, Inc., 
Union, N. J. (as manufacturer’s 
agent for metropolitan New 
York, Northern New Jersey and 
Eastern New York); Joyner- 
Menely Co., Oklahoma City, 
Okla. (as manufacturer’s agent 
for Texas, Kansas and Western 
Missouri). 





DISTRIBUTOR NEWS 


D & H Distributing Co., Inc.— 
Charles J. Stauffer has been named 
sales manager of the Harrisburg, 
Pa., company. He succeeds Joseph 
B. Duggan, who resigned to open 
his own sales agency. 


Temco, Inc.—Victor G. Pappas has 
been appointed as a sales repre- 
sentative for the manufacturer of 
gas heating equipment. He will 
cover Alabama, Mississippi, Louisi- 
ana and West Tennessee. 


The Kane Co.—Alfred W. Fried has 
been named general sales manager 
for the northern Ohio distributor. 
He’s been with the company for al- 
most 15 years. 


Trans-World Industries, Inc.—Sey- 
mour Tipograph has been appointed 
sales manager for the company 
which markets sewing machines 
and allied household appliances na- 
tionally. He was formerly the presi- 
dent of the National Assn. of Sew- 
ing Machine Distributors. 


Rite Distributors Inc.—Clifforn H. 
Spath has been named manager of 
the company, which is a wholly 
owned subsidiary of Ironrite, Inc. 
He has previously been with Auto- 
matic Washer Corp., Westinghouse 
and Columbia Records. 


Packard Bell Electronics—Len Mo- 
lenda, Dallas distributor, won the 
company’s ‘“‘president’s award.” He 
racked up a record increase in sales 
of television, radio and hi-fi sets. 
This is the first trophy for a Rocky 
Mountain or Southwest distributor. 
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Certiticate Of Top Pertormane 
» RA Kroll 
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Two-Time Winner for General Electric 


TOP-NOTCH JOB in television receiver press relations won Ben Kroll, left, 
G-E’s award for the second year in a row. Kroll, ad manager for the company’s 
Southern California distributor of major appliances and television, shows his 
new portable typewriter to Hays Busch, vice president and account executive of 


the local G-E office’s advertising agency. 





Carrier Central Air Purifier 


Gives Air a Real Going-Over 


It deodorizes, humidifies and 
cleanses—without many of the 
problems that have plagued 
the purifier field up to now 


Industrial central purifiers have 
been around for a number of years, 
but Carrier’s Automatic Air Puri- 
fier is the first central hook-up job 
to hit the home market. The com- 
pany is selling it as an adjunct to 
central air conditioning systems. In 
introducing the product at a New 
York meeting, Russell Gray, Car- 
rier vice president, pointed out 
these consumer-catching features: 


It absorbs odors commonly encount- 
ered in the household, including 
those from smoking and cooking. 
Then it discharges them outdoors. 


It controls moisture level indoors 
automatically and precisely, re- 
gardless of outdoor weather 
changes. Its new operating prin- 
ciple eliminates scale and clogging, 
caused by minerals in water, which 
hamper the performance of hu- 
midifying equipment now avail- 
able. 


It cleans air efficiently, continuous- 
ly. There’s no need to change or 
clean a filter because the filtering 
element—many layers of aluminum 
mesh screen—is bathed every twen- 
ty seconds by a wave of fluid es- 
pefially developed by Carrier for 
the machine’s odor absorption func- 
tion. The waves of fluid over the 
filter element flush out any dirt. 


Here’s how it works: There’s a dump 
tray at the top of the unit and a 
drip pan on the bottom. Between 
them is a layered aluminum mesh 
screen. Carrier’s special fluid, ““Car- 
rex,” a solution of glycol, runs 
through the system. 


A pump pulls fluid up into the dump 
tray, which dumps over every 20 
seconds. When it dumps, it spills 
fluid over the filter, washing off 
the dirt, and drains down into the 
drip pan. That way, all the sedi- 
ment settles to the bottom of the 
drip pan. It’s removable, usually 
needs cleaning only once a year. 


Some fluid runs off into a regener- 
ator tray each time the cycle is 
repeated. There, it’s heated up to 
around 180 F. Odors, which were 
picked up in the fluid, cook off. And 
minerals in hard water are pre- 
cipitated out. Then the revitalized 
fluid flows back down into the drip 
pan, ready to repeat the cycle. 


Water mixes with fluid in the win- 
tertime. (The amount of water is 
controlled by a humidistat.) Since 
the fluid can hold only so much 
water, when the water-fluid ratio 
rises, the fluid gives off water to 
the atmosphere. Hence, humidity. 


Cost? A small unit, big enough for 
an average-sized home, will run 
about $250, including installation 
fees. As for electricity, the unit 
needs only an ordinary 115-volt 
line. And it uses about as much 
power as a 100-watt bulb. 
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*IWT MAKES EQUIPMENT 


FOR THE B[G users oF 
PUREST POSSIBLE WATER 


WATERSIDE POWER STATION 


This huge power plant in New 
York City has a half million- 
dollar IWT* Mixed-Bed De- 
Ionizer that provides high-purity 
water for high-pressure boilers at 
the fantastic rate of 5,000 gallons 
per minute—a total of over 
EIGHT BILLION gallons since 
1954! 


*IWT ALSO MAKES 


FOR MILLIONS OF 


LITTLE users 


OF PURE WATER 
FOR STEAM IRONS 
VAPORIZERS 
WARMERS 


98¢ 


COMPLETE 


KLEENSTEAM 
Water Conditioner 
is a miniature 
Mixed-Bed De- 
Ionizerthat removes 
the dissolved impurities from or- 
dinary tap water. It provides the 
equivalent of distilled water for 
uses where elimination of lime- 
forming deposits is important — 
such as steam irons, vaporizers, 
bottle warmers, etc. LEEN- 
STEAM is easy to use, conveni- 
ent, neat, well-made, reliable, and 
inexpensive! At leading distribu- 
tors, jobbers, or wholesalers — or 
write to I[WT* for particulars. 


Bubble 
Package 
Also 
Available 


“ILLINOIS WATER 
TREATMENT CO. 
840 CEDAR ST. « ROCKFORD, ILLINOIS 


Specializing in Applications of 
ionXchange Since 1937 
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7 NEW FEATURES 
Add Zip To 
WARING BLENDOR 
Sales! 


You’ll like the seven additional features that put 
even more “‘sell” into the famous Waring Blendor. 
And your customers will readily see the practical 
and overwhelming advantages in Waring’s ‘“‘new 
look”’ Blendor. 





Let’s take each new feature of the 
DE LUXE DL-202 BLENDOR separately: 


NEW two-piece “Cup ’n Funnel” lid. 





Outer lid is tapered like a funnel. Add recipe ingredients with 
2 oz. ‘“‘measuring cup’’ inner lid while Blendor is in action. 
(Lid fits any Waring Blendor container ever made.) 


NEW “Twist o’ Wrist” detachable container handle. 








Twist, it’s on. Twist, it’s off. Holds container securely. (This 
exclusive Waring feature fits any Waring Blendor container 
ever made.) 














WARING 


PRODUCTS CORPORATION 


25 West 43rd Street, New York 36, N.Y. 
A subsidiary of Dynamics Corporation of America 

















VISIT US AT THE 


CHICAGO HOUSEWARES SHOW 
BOOTH 421-423-425 
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NEW 510-Watt high-torque motor. 





Makes every blending operation easier than ever. 


NEW fingertip-touch knob switch. 





Even slippery fingers will delight at the ease with which they 
can select Blendor speeds. 


NEW handsome escutcheon nameplate. 
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Better identifies the famous Waring Blendor and adds sales 
appeal at point of purchase; enhances the classic beauty of 
the Waring base. 


ft 


NEW over-all height. 








Accommodates more powerful motor; emphasizes the increased 
power of this new Waring model. 


NEW “Wrap Round” cord bracket. 





Adjust 6 ft. cord to length desired. Rest stays out of way, out 
of sight under Blendor. Another Waring exclusive. 


With these new features, Waring sales are raring to grow. Call 
your Waring distributor and ask him to send you literature 
giving you a feature-by-feature rundown on the Blendor with 
the new look . . . new sell. 
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additional 


WARING 


FAVORITES 


WARING BLENDOR 


Model 702 


Most useful and versa- 
tile kitchen appliance. 
In a full range of fin- 
ishes to match kitchen 
decor and buyer’s 
purse. 





WARING BLENDOR 
= Model PB-S 


Same famous Blendor 
with modern design 
base. Five colors to 
choose from — White, 
Green, Yellow, Tur- 
quoise, Pink. 


WARING DRINK MIXER 
Model DM-4 


Waring’s newest appli- 
ance — a_ completely 
portable mixer-server 
for use in living room, 
dining room or patio. 
Mixes drinks where 
they’re served. 


WARING ICE JET 
Model BA-1 


Makes crushed ice in- 
stantly. This Blendor 
attachment crushes 4 
trays of ice cubes (any 
size) in 90 seconds. 


4 Fits any Waring 
Sr Blendor ever made. 


WARING COFFEE MILL 

Model BA-2 — 
This Blendor attach- 
ment gives coffee lovers 

a choice of 16 different g 
custom grounds of 
bean coffee including 
espresso. Fits any War- 
ing Blendor ever made. 


WARING MIXOR 
Model RM-2 

Weighs only 2% 
pounds, yet is amazing- 
ly powerful. Push but- 
ton releases beaters 
for easy cleaning. 
Added feature: 
notched bowl rest. 


WARING DURABILT IRON 
Model 195 


Perfect for travel. 


Fully automatic, accu- 
rate heat control fabric 
selector dial. Two wn a x 


other models available, 
Model 506 for use 
abroad. 


WARING SHAVEX 
Model 911 

, » Converts ordinary 
household current to 
direct current—for use 
with all AC-DC elec- 
tric shavers. Result — 
faster, more comforta- 
ble shaves. 


WARING 


PRODUCTS CORPORATION 


Vy 25 West 43rd Street 
New York 36, N.Y. 








P= 4 


eer ete 








63 


(,-E’s Gold Medallion Home Glitters 


Before Company Sales Executives 


They get a high-power preview 
of the company’s 1960 assault 
on the market for the totally 
electrified home 


As of Jan. 1, the General Electric 
Co. formally relinquished its active 
financial support of the Live Better 
Electrically Program—a program 
now assumed by the EEI’s utility 
members. 

But G-E is far from through sup- 
porting major promotions of its 
own. Last month, more than 200 
utility sales executives converged at 
G-E’s Appliance Park at Louisville 
to snap up details of G-E’s latest— 
the “Total Electric Medallion Home 
Program.” 


George Bogard, acting manager, 
residential market development for 
G-E, pointed out that the Medallion 
Home Program, initiated only two 
years ago, saw 45,000 homes certi- 
fied in 1958 at an estimated 85,000 
in 1959. He said there is a realistic 
potential for 1960 for the construc- 
tion and sale of 137,000 Medallion 
Homes, of which 110,000 will be 
“Bronze,” or standard Medallion 
Homes, and 27,000 “Gold.” The G-E 
target is 27,000 Bronze and 7,500 
Gold Medallion Homes—or homes 
completely equipped by G-E from 
the watt-hour meter, to the service 
entrance panel, to all the wiring 
devices, to at least four major ap- 
pliances, and most important, elec- 
tric heating. 

G-E, he said, still will actively 
support the Live Better Electrically 
and Medallion Home programs of 
utilities, but G-E’s main promotion- 
al push in this competitive battle of 
the fuels will be on the G-E Gold 
Medallion Home, which, he said, 
will represent the new “status sym- 
bol of America.”” The promotion will 
be pitched to the great mass market 
for houses from the $14,000 to 
$18,000 price range—a market po- 
tential of over 20 million families. 
Some G-E money will be spent for 
national advertising, but the big- 
gest hunk of the budget will be 
aimed at the point of sale, local 
markets. 

Most important, Bogard pointed 
out, is that in all major United 
States markets, G-E is organizing 
new local marketing teams, repre- 
senting all components of the com- 
pany which have products going to 
the home. They envision “packaged 
proposals on complete Medallion 
Homes for builders.” 

Dick Jones of 


“House & Home” 


magazine pointed out that next 
year’s volume of new housing 





AMONG SPEAKERS WERE THESE G-E officials, from left: C. K. Rieger, George 
Bogard, W. P. Von Behren, and C. W. “Webb” Theleen. More than 200 attended. 





SALES EXECUTIVES get a glimpse of the future in a cut-away model of a Gold 
Medallion Home during their meeting of G-E officials in Louisville. 


should total about $17% billion— 
$775 million less than 1959’s post- 
war high, but almost $2 billion more 
than the biggest previous post-war 
year (1955). By 1970, he said, there 
will be a potential market for more 
than 21 million homes priced at 
$17,000 plus, including a potential 
market for more than 8 million 
more homes priced at $25,000 plus. 
He also laid great stress on the 
growing apartment house market. 


Carl Moeller of G-E’s air condition- 
ing department outlined the changes 
in that business during the past 
year. He said (1) the company 
combined room air conditioning and 
central air conditioning operations 
into one department; (2) decided to 
withdraw from the manufacture of 
package units designated exclusive- 
ly for commercial and industrial air 
conditioning (these thrée to thirty 
ton size units were primarily water 
cooled); (3) henceforth, will con- 
centrate on air cooled equipment, 
which, while designed primarily for 
residences, also has extensive com- 
mercial application. Concentration, 
in other words, on the heat pump. 


The importance of electric heat to 
G-E was outlined by R. D. Graham, 
general manager, electric resistance 
heating section, who described G-E’s 
new distribution approach. New 
utility heating rates, he said, spurred 
their decision. Heating products are 
to be divorced from the wiring de- 


vices department and made part of 
the major appliances distribution. 
GESCO, the company-owned dis- 
tributors, could not do the job be- 
cause of insufficient volume; major 
appliance distributors had little ex- 
perience in selling the contractors. 
So a new electric heating products 
section has been established, located 
at Appliance Park, to work with the 
major appliance division and build- 
ers. In other words, G-E is going to 
be in the electric heating business 
with specialists in that field. 


P. F. O’Neill, G-E’s utility repre- 
sentative, pointed out the inroads 
the gas industry has been making 
in the home market. If gas were to 
obtain all major loads in the home, 
he said, the electric meters would 
be lucky to register 2,000 kw-hrs 
per year, less than 10% of the po- 
tential electric load. Electric ranges 
have only achieved a 33% satura- 
tion; water heaters one half that 
while losing ground to gas (three 
to one ratio); dryers, 10 years ago, 
were five to one in favor of electric 
and today are only two to one; the 
gas industry claims that seven out 
of 10 new homes will be piped 
with gas. That is the new challenge 
facing the electric industry, he said. 
Other highlight’s of G-E’s new 
program were provided by John 
Hippen, manager, advertising and 
sales promotion; John E. St. Law- 
rence, manager, sales programming; 
W. P. Von Behren, general manager 
of the major appliance division; by 
his predecessor, C. K. Rieger, and 
by C. W. “Webb” Theleen. A num- 
ber of utility men participated in 
the program, including L. M. Alex- 
ander, of the Salt River Power Dis- 
trict; Tom Ayers, Commonwealth 
Edison; Dale Washburn, Boston Edi- 
son; Fisher Black, Tampa Electric 
Company; M. R. Rogers, Middle 
West Service Company and others. 
The dealers’ place in the program 
was outlined by C. B. Phillips, man- 
ager, dealer development; product 
service was handled by John H. 
Miller, manager, product service 












A COMPLETE LINE OF 
COMPACT APPLIANCES 


A Real Bonus Market 


Distinctive design 

Exclusive territory 

Non-competitive with major brands 
No obsolescence 





Compact ° Portable 


Come see the most complete 


Washers line of compact appliances at 
Dryers 

Refrigerators / ROOM 1123-A 

Spin dryers MERCHANDISE MART 
Washer-spinners ‘ Pr 

Ranges Chicago, Illinois 


Distributor and Representative Territories open. 
MONITOR EQUIPMENT CORPORATION 


640 West 249th Street M@ Kingsbridge 3-5400 
New York 71, New York 





ARISTOCRAT 
Can Opener —Clock / Timer 


PORTABLE ELECTRIC ATOMIZING 
HUMIDIFIER 


Here's a portable electric humidifier that features the 
ultimate in performance and economy. The Model 50 
Mistalator operates on an aerosol principle in which water 
is atomized at the rate of 1 pint per hour rapidly and 
évenly, without wetting the surrounding area. This pro- 
duces a suspension of minute mist-like particles in the air. 

The Mistalator uses no more electricity than a light 
bulb and can be plugged into any electrical outlet in the 
home. Its attractive polished aluminum and stainless steel 
container is corrosion resistant and holds 5 quarts of 





ama NEW 
SUPERY STRENGTH 
ALCOA WRAP 


water. 
The Mistalator is quiet in operation and is recommended 
for homes, offices, apartments, hospital wards, etc. It will 


adequately humidify up to 8000 cu. ft. PRICE: $69.95 





THE SKUTTLE DEFENSOR’ 504 ON 
This unit operates on the same aerosel principlesas. the 
Mistalator, only in a larger capacity. The DEFENS@R ‘S01 | 
i Seeseeae | TELEVISION 
of 8 pints of water, and | Jan. -Feb.- Mar. “Alcoa Theatre” 
1 
| 


will adequately humidify “ ” 
areas up to 12,000 cubic and “Alcoa Presents 


feet. dt is made of cor | ON 
rosion - proof metal and Ye 
“ARTHUR GODFREY” 


solvent-resistant synthetic 
CBS Network 


Visit BOOTHS 
148-54 


=) performance. 
PRICE: $109.50 
Rival Manufacturing Company 
Kansas City 29, Missouri 
Rival Mfg. Co. of Canada, Ltd., Montreal 









MANUFACTURING COMPANY 
MILFORD, MICHIGAN 
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You get more to sell in a General Electric clock 










THE 
AT A LOW LOW %5.98" 


Here’s a brand new way to put your kitchen clock sales on the sunny side. GENERAL ELECTRIC CLOCKS TO BE WIDELY ADVERTISED! 
It’s General Electric’s new Decorator model—a wall clock destined to bring _— 

the decorator look into the kitchen. It’s fashioned in the sunburst manner for 
style appeal, made in a practical way for kitchen duty, and priced at a low 
$5.98* for volume selling. 






ek Big Sunday magazine spreads will 

; help sell Decorator during the height 
of the Spring selling season. The 
spreads (in This Week, Parade, Family 
Weekly and the First Three Markets 
Group) are in addition to big-space 
advertising in 296 newspapers coast 
to coast. Together, they’ll reach 
over 33 million ‘amilies. 











The Decorator will be a “hot number” on other counts, too. It’s color- 
styled for everyone: red and white, yellow and white, and aqua and white. 
Size? It’s 614” across, fits in any nook or cranny. The all-new Decorator is 
just one more example that you get more to sell in a General Electric clock. 
Order plenty of these Model 2H117 clocks now! 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Clock and Timer Dept., General Electric Company, Ashland, Mass. 
Snooz-Alarm is a registered trademark of General Electric Company to identify its brand of repeat alarm clocks. 
* Manufacturer’s suggested retail price plus applicable taxes 


Weekly TV comrnercials will sell mil- 
lions of viewers on miniature alarms, 
Snooz-Alarm® clocks, lighted dial 
clocks, other General Electric clocks. 
Tune in Sundays at 5:30 P.M., EST 
and PCT (4:30 P.M., CST) ...see the 
G-E COLLEGE BOWL on the CBS Tel- 
evision Network. See for yourself 
the selling support you get from 
General Electric! 
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NEWS 





ELECTRICAL 


Mergers Change Industry’s Financial Structure 


Corporate acquisitions and merg- 
ers continued in the electrical man- 
ufacturing business. Among them: 


Directors of the Silex Co., Proctor 
and Schwartz, Inc. and the Proctor 
Electric Co. agreed to merge Proctor 
and Schwartz and the Proctor Elec- 
tric Co. into the Silex Co. The com- 
pany will be renamed the Proctor- 
Silex Co. 

The American Stock Exchange 
lists Silex stock and the stock of the 
two Proctor companies is closely 
held. 

Sales of the three combined com- 
panies for last year were estimated 
at $34 million. 

The majority of stock in the com- 


bined companies will be held by 
Proctor stockhoiders (Proctor & 
Schwartz owns approximately 85% 
of Proctor Electric). The manage- 
ment of all three companies will 
continue in the new combination, 
it was announced. 


Thompson Ramo Wooldridge, Inc. 
acquired Radio Industries Inc., a 
leading producer of transformers 
used in radio and television manu- 
facturing and of ceramic disc capac- 
itors used in electronic circuity. The 
company will continue autonomous- 
ly as a subsidiary of Thompson 
Ramo Wooldridge, Inc. No changes 
in management were expected, the 
company said. 





NW 


an exciting 
new concept 

in portable 
room humidifiers 









Self- 
starting electric 
motor—liubricated 
for life— 
on-off switch. 





Adjustable — 
vents control 
vapor output. 


<a oF 
Guaranteed by™ 
Good Housekeeping 
er as Abvranist® it 




















Easy to use. 
Lift flap — fill 
right from the 
faucet. Plug in 
where needed. 


















Sturdy — 


plastic base. 






Break-resistant 
polypropylene 


Easy to clean. 


OVER 30,000,000 
PROSPECTIVE USERS! 


More than 30,000,000 homes, offices and apartments have 
inadequate indoor humidity. As a result their occupants— 
your customers and prospects—need the moisture control 
that Hankscraft provides so easily and inexpensively! 
Because of its amazingly efficient design and compact 
construction, this unit offers effective health protection 


High-speed 
centrifugal 
force process 
provides ideal 
cool-water 
vapor. 


and comfort at a price 90% of all prospects can afford. 


Hard-hitting national advertising and appealing packaging 
will give you immediate volume sales. Put this new Hanks- 
craft humidifier on your floor soon. It’s small in size, low 


in price—but BIG in new profit potential! 


HANKSCRAFT CO., REEDSBURG, WIS. 








Aluminum 


lets air in — 
keeps motor 










handsome, modern, 
high-fashion design 


MODEL 208 S 2a O95 


Welbilt Corp. signed a contract ac- 
quiring the American Coils Co. 
which manufactures air condition- 
ing and heating equipment for in- 
dustrial, commercial and residential 
markets. 

The acquisition, made in ex- 
change for Welbilt stock, gives Wel- 
bilt facilities to produce self-con- 
tained packaged air conditioners for 
the commercial and industrial mar- 
kets and forced-air heating equip- 
ment in gas and oil-fired models for 
the residential markets. The com- 
pany set up the Welbilt Air Condi- 
tioning and Heating Corp. as a sub- 
sidiary to conduct the expansion 
program involving the _ self-con- 
tained packaged air conditioners. 


COOL-VAPOR (NO HEAT) 


HUMIDIFIER 
VAPORIZER 





















housing 









gallons — 
vaporizes approx. 
1 pint per hour. 
Weighs only 21 
Ibs. full. 











Self-cleaning 
screen breaks 
water particles 
into fine 
vapor. 






RETAIL 


See this exciting new appliance at 


Hankscraft Booth 756, Navy Pier 
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FINANCIAL NEWS 


Radio Corp. of America—Sales 
during 1959 increased 17% over 
1958 and profits after taxes jumped 
29%. For the first time, the com- 
pany earned profits on color tele- 
vision set manufacture. 


Servel, Inc.—Common stockholders 
would earn $1.64 a share, accord- 
ing to preliminary figures for fiscal 
1959. Net profit: approximately 
$3,088,000 of which about $670,000 
was of a non-recurring nature. 


Packard Bell Electronics Corp.—In 
addition to the company’s regular 
quarterly cash dividend, stockhold- 
ers got a 2% dividend (12% cents 
per share). 


Rubbermaid Inc.—For the fiscal 
year ended Sept. 30: sales, $24,507,- 
032, up 14% over 1958’s $21,474,805; 
earnings, $1,372,313, compared to 
$1,135,037 last year, or $1.05 a share 
this year, 87 cents for 1958. 


Television-Electronics Fund, Inc.— 
Total net assets of the mutual fund 
concentrating investments in elec- 
tronics, $308.1 million on Oct. 31, an 
increase of 50.5% over the $204.7 
million at the close of fiscal 1958; 
net asset value per share, $15.86, 
which, when adjusted for a capital 
gain distribution of 45 cents mace 
in November, 1958, shows a capital 
value increase of 28% over the close 
of $12.75 in 1958. 





Watch Out for Growth 
Of Retailer Brands... 


. warns Doyle Dane Bernbach, 
Inc., New York advertising agency. 
In a 52-page study of brand com- 
petition, the agency predicts that 
giant retailers will be pushing their 
brands just as hard as_ national 
brand manufacturers push theirs. 
They’ll even be sending out sales- 
men to call on other stores. 

Today only a small handful of 
truly national chains and _ retail 
groups exist, the study holds. “Even 
the A & P with its immense $5 bil- 
lion in annual volume. doesn't 
blanket the nation—yet.” 

But there are positive signs that 
giant retailing is spreading out geo- 
graphically. Chains have gone in fo 
national advertising, for instance 
And, the study reports, the giant 
retailer firmly intends to concen- 
trate increasingly on his own adver - 
tised brands. 





You Need a License 
To Sell on Time... 


. in Florida now. A law passed 
last spring by the State Legislature 
requires retail merchants who sell 
appliances and other merchandise 
on the installment plan to cough up 
$5 a year for a license. 

The new law also sets certain re- 
quirements for credit contracts. It 
allows interest and carrying charges 
of not more than 10% a year of the 
original amount of installment con- 
tracts and of 14%% on the monthly 
balance due on revolving credit 
contracts. 

Violations of the law are punish- 
able by fines up to $500, loss of all 
carrying charges and assessment of 
court costs and attorneys fees ac- 
cording to the new ruling. 
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FACTORY SALES 
appliance-radio- TV index( 1947-49 = 100) 
RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 

(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


LATEST 
MONTH 


200 
18.3 


346 


286 


30 
92.1 
111,574** 


18.9+- 


335.1+ 


21.9+- 


125.5 


65,640 











A Quick Check of BUSINESS TRENDS 


Preceding| YEAR 
MONTH AGO 
204 170 
17.7 16.9 
342 306 
354 291 
32 19 
105.1 109.4 
103,219** | 97,664** 
18.8+) 17.6+ 
335.3+]  320.4++4 
24.1+) 26.0-+4 
125.2 123.7 
66,831 64,653 


THE YEAR 
SO FAR 


25.6% up 
(10 mos. 1959) 


8.9% up 
(10 mos. 1959) 
10.5% up 
(10 mos. 1959) 


1.7% down 
(Oct. 1959 
vs. Oct. 1958*) 


13.7% less 
(11 mos. 1959) 
14.9% up 
(11 mos. 1959) 
14.2% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.5% up 
(Oct. 1959 
vs. Oct. 1958) 
1.5% up 
(Nov. 1959 





vs. Nov. 1958) 





*new index used 


**figures are for the week ending January 2, 1960 and preceding week (revised). 


+figures are for quarters. 
+-+Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 














| | 1959 
(Units) 
DISHWASHERS... Oct. | 53,500 
10 Mos. | 449,500 
DRYERS, Clothes, Electric... Nov. | 98,786 
11 Mos. | 818,663 
Gas Nov. | 58,261 
11 Mos. | 428,479 
FOOD WASTE DISPOSERS._. Oct. | 80,500 
10 Mos. | 634,300 
FREEZERS. Oct. 89,600 | 
10 Mos. 1,077,300 | 
INCINERATORS .. Oct. 5,400 | 
| 10 Mos. 38,300 | 
RADIOS, Home-Portable-Clock | Week Dec. 11 | 228,575 
(production) | 49 Weeks | 9,548,112 | 
RADIOS, Automobile (production)....| Week Dec. 11 | 138,659 
| 49 Weeks | 5,174,282 
TELEVISION (production) Week Dec. 11 | 147,985 
49 Weeks | 6,024,726 
REFRIGERATORS Oct. 329,600 
10 Mos. 3,236,500 
RANGES, Electric—Standard Oct. 74,200 
10 Mos. 781,500 
Built-in. Oct. 69,200 
10 Mos. 613,800 
VACUUM CLEANERS Nov. 290,130 
11 Mos. | 3,127,012 
WASHERS, Automatic & Semi-Auto Nov. 243,248 
| 11 Mos. 2,718,735 
Wringer & Spinner Nov. 69,548 
| 11 Mos. 850,405 
WASHER-DRYER COMBINATIONS Nov. 16,482 
11 Mos. 181,834 
WATER HEATERS, Electric (Storage) Oct. 61,200 
10 Mos. 687,200 
WATER HEATERS, Gas (Storage) Oct. 273,500 
10 Mos. 2,560,600 


| 1958 | % 
(Units) | Change 
38,800 | +37.89 
| 327,000 | +37.88 
| 98972); — 
722,796 | +13 
43,527 | +34 
330,732 | +30 
53,800 | +49.63 
| 489,300 | +29.63 
108,100 | —17.11 
| 944,000 | +14.12 
| 4,500 | +20.00 
40,700 | — 5.90 
195,900 | +16.68 
7,524,586 | +26.85 
| 122,994 | +12.74 
| 3,380,103 | +53.08 
97,172 | +52.29 
4,671,515 | +28.97 
277,500 | +18.77 
| 2,584,300 | +25.24 
| 78,300 | — 5.24 
| 652,200 | +19.23 
| 57,400 | +20.56 
429,200 | +43.01 
293,609 | — 1.18 
2,978,082 | + 5.00 
259,335 | — 6 
2,512,989 | + 8 
73,700 | — 6 
828,840 | + 3 
725 | —7 
146,713 | +24 
78,000 | —21.54 
688,200 | — .15 
265,900 | + 2.86 
2,269,000 | +12.85 








*revised 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TRADE-WIND LIGHT/ 
HEATER/VENTILATOR 
FOR BATHROOMS 
>The ultimate in comfort 
f and convenience — 
é, provides. heat only 

— light only — or light 
and heat — exhaust only — 
or exhaust and light. 




















TRADE-WIND BUILT-IN 

CANOLECTRIC® CAN OPENER 

New stunning flush design in antique copper 

or stainless steel] — the only built-in electric can 
opener — Adds sales appeal to every kitchen. 


EXCITING 


TRADE-WIND KENT VENTILATING HOOD 
Classically styled — Budget priced — High performance axial 
flow fan — Under-hood lights — Front panel switches — Completely 
pre-wired — 36” and 42” lengths in copper enamel. 


AVAILABLE 


TRADE WIND 
INTERCOM/MUSIC SYSTEM 
AM and FM radio — True 
fidelity reception — Outside 
and inside speakers — 
Antique copper or brushed 
chrome master panel. 





























4 ADDITIONS TO THE 


QUALITY. Doade-Ylbrad 


LINE FOR 1960! 
¢ Gpade>DPflpedd vvisson OF ROBBINS AND MYERS, INC. 


7755 PARAMOUNT PLACE * PICO RIVERA, CALIFORNIA « DEPT. EM 
SEE OUR DISPLAY AT BOOTH 450, SHERMAN HOTEL, N.A.H.B. SHOW, CHICAGO 
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YR 


thinks of everything! 


} 


) THE 


SELECTOR 


Cory again sets the pace. Suddenly all so-called submersibles 
are obsolete. The new Cory Submers-amatic has a_built-in 
flavor selector that lights... lets you set and enjoy custom 
brewed-to-taste coffee... yet allows you to dip it or dunk it. 
Only the Cory Submers-amatic takes to water like a duck. 


PACE-SETTING SIZE—brews 4-18 cups 


PACE-SETTING STYLE—supreme clean design in full 
chrome with jet black drip-proof pouring spout 














NEW CORY SUBMERS:-/: > MODEL DPS 37.50 
Cory Standard Jubilee Automatic Model D18P . . . 35.00 
Quality Products of CORY Corporation 


Stock Cory, display Cory 
1960's pace-setter 
in small appliances 


3200 W. Peterson Avenue, Chicago 45, Ill. 
CORY CORPORATION (Canada) Ltd., Toronto, Ontario 
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f AKING S | OCK A quick look at the way in which 
Why Not the stocks of 50 key firms within the industry behaved 
Sell the Best? during the past week. This unique summary is another 
° © bests exclusive service for readers of EM WEEK. 
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bh of 3 lines, based on the use of 5 4 Lamb. Ind. 5 3% 4% 5 ree? 
} average words as a line | Muntz TV 7% % 6% 53 1% 
} RATES... ... ON REQUEST. jj | Silex 10% = 2% BY m | + Y 
EAN ES SEE OTT MIDWEST EXCHANGE 
d Knapp Monarch 4%, 4 % Yy 
SELLING OPPORTUNITY AVAILABLE Trav-ler Radio 9% 9% + 
- : en Webcor 11% 12% + 1% 
Manufacturer’s Agent Electric and Gas 
Ranges Leading manufacturer needs rep- 
resentation in the following territories: Dli | 
nois- Wisconsin Michigan-Indiana; Ohio A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock by 
Ww Virginia; and New England States dividend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend’ °| 
Agents calling on distributors only. RW or ex-distribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, esti 
3337 Electrical Merchandising Week 20 mated cash value on ex-dividend or ex-distribution date 
N. Michigan Ave Chicago 11, Tl 
Your Inquiries to Advertisers | ANALYSIS, Motorola gaining 11 expectations of the experts. Hupp 
: ; | points and General Electric gaining Corp. continued to be the leading 
a =. i fi five points is the big news on EM issue, trading 115,000 shares for Jan SON-CHIEF ELECTRICS, INC., 
eld yg Ay sang Taran wil et Week’s first 1960 stock report. The 4, and hitting a new high of 10. New 


Advertisers value highly this evidence * , highs also were reached by Minn WINSTED CONN U S A 
of the publication Bice Ry at see stock average for the 50 key firms & ’ eo We Ue Me 


M. & M. at 182, Motorola at 173% 












ver ers enable the publishers to secure “ose 5 rer > -dav idav at " ” " > 

meee oa rein rs nae pratt ad rt vce sci - sh i oe a day holiday - and Gen. Elec. at 99%. Maytag and In Canada — Super Electric Supply Company, 
mean more information and more prod- riod. This was in line with the overall RCA finished 1959 on encouraging 2175 St. Catherine St.. W.. Montreal. P. Q 
ucts or better service—more value— to market which, although showing a levels. The market outlook is gen- abbot oSteg 
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ELECTRICAL MERCHANDISING WEEK 


e Grass 1s Greener 


== ANNOUNCING 1960 PLANNED 
saan HOME IMPROVEMENT PROMOTIONS 
iF  .. Sinbedm aecrmc tors 
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Look! My Shoe Tilts 
for Bevel Cuts 


Sunbeam DRILL ACCESSORY KIT 


For year-round use 
in the home 














Sunbeam ELECTRIC SANDER 


For ail finishing work 


> » ELECTRIC HAND SAW 


Now 0°-45° cuts with new tilting shoe 
... 7 saws-in-one—rip, crosscut, jig, 
cope, key-hole, band and hack saw. 
Exclusive Sunbeam blade change. 
Sturdy steel rip guide, graduated in 4”. 





Shoe pivots with no loss 
of blade length for trim 
or moulding cuts 





| 
| 
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SUNBEAM crinoee—sanoeR-HoNER America’s Finest Quality Drills 


Sharpens, hones all work tools 
—sands, too! 


Sunbeam Booth 


828-840 


Housewares Show, 
Navy Pier, Chicago 


Get the BIG news rot al 
Sunbeam Electric Tools 





Lightweight. Powerful. Precision cut 





gears — smooth, quiet operation 









1960 





JANUARY 11, 
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é AS © ae wg Only 
Ze Sunbeam power Mowers 
ad ta \\ give you what your 
customers want 
® BRAND NAME © QUALITY 
© RELIABLE SERVICE 
© EASY STARTING 


S\.  -@ :~EASY CLEANING 
® POSITIVE SAFETY 







Exclusive Underdeck 
Minute Wash 







Easy Power Control 





Reinforced Steel Housing 
with Safety Chute 


ws — 
——_~ 














Free Wheeling 








Sinbedm Rain King f 


Revolutionary New 
Oscillating Sprinkler 
with 
MAGIC CONTROL 


America’s Most Popular Line of Quality Sprinklers 
rs 







Automatic 

018—020 

Answers all Sprinkling needs 
45 precision Settings 


Revolving E-1 NI-A Hose Nozzle 


Sunbeam HEDGE TRIMMER 


America’s Most Popular Quality Trimmer 
Powerful « Cool-Running « Lightweight 
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ith Sunbeam in’60! 
















HOUSEWARES BUYERS 
Come to Booth 828-840 
and see New Sunbeam 
Mystery Lawn Mower 
Feature unveiled 
daily from 9 to 5 
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| SHORT, SWEET LINE | 



















Self Propelled 
Gas Rotary 









Gas Rotary 


A le Twin Blade 
: Electric Rotary 


Self Propelled 
Gas Reel 









Self Propelled 
Electric Reel 





® Sunbeam 
Rain King 
Drillmaster 
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FIRST TIME EVER! An Important Announcement to APPLIANCE DEALERS! 


LOBER GUARANTEES BiG POWER MOWER 
VOLUME MW Arse GeANGE STORES ! 


elas ugusy jon, cous 


EATIRE wannicraers STOCKS 














ne Seren EE 























HP. 





Sensational Extra! 


IMPULSE 
STARTERS 












THWEST | 
warth 






Wo Gneent With 
Handy Andy Power Mowers 
LOBER GUARANTEES 
YOUR SALES ! 


















Super DeLuxe 


1960 POWER MOWER 


With Exclusive Impulse Starter 
© Big 25-inch (Swath Cut) 3 HP 



















Revolutionary Impulse Starter makes starting 
a mower easy as winding a cloek! Press handle 
down and the engine starts 












































las OF LOSS IS ELIMINATED! © Big 22-inch (Swath Cut) 3 HP l 
Ee Se eS | ONLY NEW 1960 LOBER POWER ‘MOWERS 
—s s, Be == | 
is =< ca y f ia 
we OU MUST are big money with | GIVE YOU ALL THESE DELUXE FEATURES 
MEP ap ene the Lober program! Lober power mowers | AT LOW PROMOTIONAL PRICES! 
(CCE ESSER oe SSS give you more selling power than the ) 
Ae a> “Big 4’ nationally advertised brands! A Nm , =~ 
sd SPECIAL ENGINE EXCHANGE Yom eee ee e [ | 
es Mr. Buyer, Now You Can Assure Your Customers ou ge P dq é , yi 
soph complete satisfaction at no loss to you! same advanced features! But Lober gives | | ~ 
MA Every Lober mower transaction : i a : 
Nee must be profitable to you! you low promotional prices and an ex cutting helents "auarantos added. |  cuts'gsuie"t,mumer, | Start and, Step Gas 
»* A Inquire NOW for Complete Details clusive merchandising program-——so you | rigidity and strength noise Chrome Plated 
Be}? On This Revolutionary Engine Exchan oe andiet 
Wd, : ‘einai Vy can undersell and outsell all competition! EET PeeEaee EE OS Ii Cai elie aes REAR ieee 
~ a ee ? 
“ws eae RO RF aS | And Lober guarantees your customers 
XS RE emp. : s 2s R T 
satisfaction! Order now—and join Stahl | of 
Quality Mowers, & Myers in selling Lober power mowers Phe MAM 
Union Made by the carload! Remember, Lober guar- | © : | 
antees you'll sell every mower you order! | 
| be auerae aeraene “a Ge Pane” Wortage en nh ete 
MAIL COUPON NOW! oa WRITE, WIRE OR PHONE eally-sealed double ball Premium Engines ' hese wheels in. F | 
OBER & ASSOCIATES E-| . ore | bearing steel wheels permanent alignment 
M. L ‘ | pathy 
7 Central Park West, N. Y. C. 23 | ae ia lecaiccmiiiceipctcinas ti inceniaeenaiienahcaiegl 
Gentlemen: YES! | want to order my power mowers, on your ' 
guoranteed sales basis. Rush me full details immediately! i / 3 
~ f 
hpiaaal ; , | : | AND ASSOCIATES 
Feet 
Firm hice j 
; G. W. DAVIS Menufacterers Since 1962 You've Got To Give The Best Quality To Be 
Merete... wees o ‘birt aweas : 


The Biggest Power Mower Manufacturer! 
Telephone Number 





Cit Stat The World's Larges? Producers of Power Mowers 
ry . . Zone ate 






Shipping Point: Richmond, Ind. 


Shipments made within 5 days 
i ne acl 7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. JUdson 6-2117 of receipt of your order. 














